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Rough Proofs 


Ficischmann’s new vitamin prod- | 
uct, Forvitan, is pleasantly flavored 
pecause it is especially designed 
fr children. But maybe a few) 
sreumpy grown-ups would appreci- 
ate similar attention. 


, =@ 
When you find poppa playing | 
vith junior’s toys and momma | 


reading sister’s funnies, you begin | 
to get some idea of the extent of | 
the children’s market. 
J 
, 2 F | 
Stuart Chase hails the improve- | 
ment which he has noted in the 
past few years in advertising copy. 
and hints modestly that some of the | 
credit is due to a fellow named 
Stuart Chase. 
v v v 


Jantzen is to glorify still more of | 
the feminine form, news 
tem Like advertising, glcrifica- 
tion of this kind is still largely a 
matter of good display. 


says a 


_ v 
The FCC says it hopes to pro- 
tect purchasers of television re-| 


ceiving sets from obsolescence. But | 
judging by the present rate of sales, | 
the chief sufferers from this woe- 
ful condition seem likely to be the 
manufacturers. 


Se 


Since business today lives in a 
glass house, as Don Francisco says, 
its too bad those naughty little 
boys are still tossing their brickbats 
around so carelessly. 


=. 


“Sunkist launches research to ex- 


pand citrus fruit sales.” 
And with the 1940 national elec- 


tion campaign just ahead, it’s a 
cinch the lemon crop will be a/| 
whopper. 


— = © 


Another sewing machine manu- 
lacturer has decided to resume ad- 
vertising. There must be a few 
people left who still believe that 
voman’s place is in the home. 


7 w 


Orchids 
defore 


were used by 


+7 


but why should Walter Winchell be 
illowed to have a monopoly of the 
dea 


+ vv F¥ 


A fellow who says he created a 


Can cigarette advertising idea 
Wal $250,000 for it. The least 
feynolds ean do is to thank him 


for the compliment. 
v v v 


cle Sam is interested in send- 


ng some tourist dollars rolling 
‘own Rio way. He suspects they 
nay come riding back home on 
rde for typewriters and auto- 


es 


+. vv WV 


irvey in Rock Isiand county, 


sclosed ‘hat 15 per cent of 
s are over 10 years old. No 
the gasoline refiners are 
iting high school and college 

ts 

. 0.9 

Even with the aid of all of our 
‘Vcrusing internes, clinics on copy 
ioctors of marketing, we still 
to hold about as many post 


mS as ever. 
Copy Cus. 


| district 


Texaco, | 
Plymouth pictured them in| 
its prize - winning poster, it seems, | 


| decided 


PONTIAC DEALERS THANKFUL FOR NEW MODEL 


an be 


AMERICA’S FINEST LOW-PRICED CAR 


It's bigger 


mand fo = preed 


HERE > PONTIAC’S answer to the 
& dew « low-priced caro woh 
you « 
rem 


exer name. Yet it's priced just 


REALLY PROUD—t 


tems eins Coemene! Meter: terms se mo vem pares 


BEAN jewel 


and bevier in CVny GOENGE von casos ane raavenmanes 


In addition to being a holiday in many states, Nov. 23 had an added significance 


for Pontiac dealers. 


It was the introduction date for a nationwide showing of 
the new Special Six, Pontiac's entry in the volume field. 
1,500 newspapers, supplementing the regular advertising schedule. 


Copy appeared in 
MacManus, 


John & Adams is the agency. 


Schick Patent 
Victories Remove 15 
Razor Competitors 


Sears, Roebuck and 
Drug Chain 
Among Those Hit 


New York, Nov. 24.—Final de- 
crees upholding patents held by 
Schick Dry Shaver, Inc., and find- 
ing three competitors guilty of in- 
fringement, were entered in U. S. 
court here and in New 
Haven this week. 

The cases won by Schick were 


against Sears, Roebuck & Co., Util- | 
ity Instrument Company and Water- | 


bury Clock Company. The suits 
against Sears and Utility were tried 


here and decided in favor of Schick | 


last July, but both filed appeals 
which have now been withdrawn. 
Both companies assented to the en- 
try of final judgments against them. 
R. H. Macy & Co., also branded as 
an infringer when the cases were 
last July, filed an appeal 
which is now pending. 


Drop Walgreen, Liggett Lines 


Judgment against Waterbury was 
entered in New Haven just as trial 
was about to begin. Waterbury ac- 
knowledged that its Ingersoll shaver 
infringed Schick patents, and paid 
damages. The product will no 
longer be manufactured or sold. 

Utility Instrument Company, a 
subsidiary of Utility Blade and 
Razor Company, manufactured the 

(Continued on Page 27) 
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Management of 
New Radio Net 


New York, Nov. 24.—With efforts 
| to form a new radio network ap- 


| proaching the crucial period, Elliott 


| Roosevelt, president of the Texas 
State Network, and prime mover 
|\in the new project, this week 
assumed the presidency of Trans- 
continental Broadcasting System, 
succeeding John T. Adams, who 
becomes chairman of the board of 
directors. 

No Station List 


| Despite rumors that have been 
circulated in advertising circles re- 


| continental network, officials of the 
/new organization declined to 


list, indicating that such action 
would be premature. It was made 
known, however, that a _ contract 
has been signed between Station 
WMCA and TBS, establishing the 
| station as exclusive New York out- 
let. The contract was signed by 
Donald Flamm, president of 
WMCA, and Mr. Adams. Prelimi- 
nary negotiations had been con- 
ducted by Mr. Roosevelt and Don- 
(Continued on Page 27) 


Roosevelt Assumes 


garding the makeup of the Trans- | 


authorize publication of a_ station | 


Sees Constructive Role for 
Consumers in Advertising 


President Receives 


Plea for Creation 


of Consumer Bureau 


University Women Deny 
Demand Was ‘Inspired’ 
by Montgomery 


Washington, D. C., Nov. 24.—A 
direct plea to President Roosevelt 
for the creation of a consumer 
jagency in the government “as a 
| separate entity or as a bureau in 
some department where it could be 
| thoroughly representative of the 
| consumer interest” has been made 
|by the American Association of 
| University Women, it was learned 
today. 
| The request, issued in the form of 
a letter signed by Kathryn McHale, 
| general director of the organization, 
|“came out of a long demand on the 
|part of our members for more di- 
rect and comprehensive information 
from government agencies,” it was 
|explained this week at. the .Asso- 
|ciation’s headquarters by Esther 
|Cole Franklin, associate in social 
| studies, 
| 


Reason for Explanation 


This explanation was made, it 
| was pointed out, because of reports 
| circulated to the effect that the let- 
| ter to the President was “inspired” 
by the AAA Consumers’ Counsel, 
| Donald Montgomery, with whom 
| the association has been cooperat- 
| ing. 

“The American Association of 
| University Women,” Miss McHale’s 
| letter said, “began a study program 
in consumer problems six years 
j}ago. We now find that nearly 300 
|of our local branches in all parts 
|}of the country are interested in a 
‘constructive consumer program. 
_These groups recognize the progress 
made in consumer protection and 
representation under recent govern- 
mental policies. They feel, how- 
ever,—and the entire association re- 
flects that view—that it is very im- 
portant at this time to have coor- 
dination and some degree of con- 
solidation of consumer services in 
the federal government. We sug- 
gest that a consumer agency be set 
(Continued on Page 28) 


Last Minute News Flashes 
Botany Mills Enters Cosmetic Field 


New York, Nov. 24.—Hitherto exclusively an advertiser of worsted | 


Montgomery Denies 
‘Subversive’ Charges; 
Outlines Objectives 


New York, Nov. 24.—Advertising 
confronted by the consumer move- 
ment is like the Victorian lady who 
cried, when surprised by a stranger 
in the sanctity of her bedroom, “If 
you so much as touch me Ill 
scream!” 

This playful gibe at the attitude 
taken by advertising men toward 
ihe consumer movement was made 
by Donald E. Montgomery, Con- 
sumers’ Counsel of the Agricultural 
Adjustment Administration, in an 
address here this week in which he 
publicly expressed his views on 
advertising for the first time. He 
spoke before the Parent-Teachers 
Association of the Lincoln School, 
experimental offshoot of the Teach- 
ers College of Columbia University. 

The advertising profession, Mr. 
Montgomery said, must learn to 
shoulder the tremendous social 
responsibility it assumes when. it 
exercises such extensive influence 
over the desires of millions of peo- 
ple. For this reason, it should 
accept the consumer movement as 
an expression of constructive criti- 
cism_ and_ not Jook upon.itsas a 
“subversive” organization. 

“Consumers now are. seeking 
facts,” he continued, “and if adver- 
tising will not supply them, some 
other medium will be found.” 

Advertising men, Mr. Montgom- 
ery said, have often replied to a 
demand for facts by saying, “Teach 
the people to want facts and we 
will supply them.” In reply to this, 
it was Mr. Montgomery’s contention 
that advertising itself represents 
the greatest power for education, 
if its sponsors are really sincere. 


No “Attack” Planned 


The speaker described advertis- 
ing men as being in a self-conscious 
and bashful state of mind now that 
they are confronted with criticism 
for the first time in 40 years. There- 
fore, he said, they fall back on the 
defense that those who criticize 
them are attacking advertising, 

(Continued on Page 25) 


Longer Pall Mall 
to Get Expanded 
Promotion in 1940 


New York, Nov. 24.—American 
Cigarette & Cigar Company will 
start its first national campaign in 
behalf of the new king-size Pall 
Mall cigarettes in January, it was 
revealed here this week. The drive 
will embrace newspapers in 29 


fabrics, Botany Mills has entered the cosmetic field with three products | major cities, and two weekly maga- 
made of lanolin, a wool by-product. Test copy has already been released | 2/N€s. 


‘ | 
for Springfield, Mass., Syracuse and Richmond newspapers, to continue | 
| 


for five weeks. Botany cosmetics include soap, cleansing cream and salve. 


Copy theme is “Beauty needs oil-balanced skin.” 


is the agency in charge. 


New Mexico Boosts Tourist 
Santa Fe, N. M., Nov. 24. 


New 


Alfred J. Silberstein 


Budget 80 Per Cent 


Mexico State Tourist 


will conduct the biggest advertising campaign in its history next year 
with a budget of $135,000, an increase of $60,000 over the 1939 appropri- 


ation. 


national magazines 


A newspaper drive costing $27,000 will start in April, while 


Michigan Bars “Trick’’ Beer Labels 


Lansing, Mich., Nov. 24.—The Michigan Liquor Control Commission | not been revealed, but promotion 
has issued an order restraining the Grand Rapids Brewing Company,|to date has stressed the “sense of 


Muskegon, from using “trick” labels on its bottles. 
been printing poker hands on some of its labels, while others carried | confers.” 


questions and answers. 


Bureau | 


23 | 


apers. 
will carry the state’s story throughout the year, | P#! 


| Evening Post. 


The company had | 


Introduced several months ago, 
king-size Pall Malls have been pro- 
moted for the past month on an 
introductory basis in newspapers of 
15 cities. That drive, featuring 


| sizable space in dailies, has just 


been completed. Sales are reported 
to have spurted ahead. 

The 1940 campaign plans include 
the use of colorgravure in news- 
Magazine insertions are 
scheduled in Life and The Saturday 
The copy appeal to 
in the new effort has 


be featured 


added distinction the longer size 
Young & Rubicam is in 


charge. 
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Distiller Adapts 
Popular Quiz Idea 
fo Newspaper Copy 


Owensboro, Ky., Nov. 22.— The 
quiz program idea which has been 
used in radio by an 
number of advertisers has been ef- 
fectively adapted to newspapers by 
the Daviess County Distilling Com- 
pany, producer of Daviess County 
whisky. Presented as “Stumpers,” 
the illustrated questions have sent 
a large proportion of the readers in 


test areas to retail outlets where | 
the correct answers might be 
learned. 


Advertisements, to be rotated in 
series of three weekly insertions in 
newspapers in the Daviess terri- 
tory, invite readers to test their 
knowledge on questions of broad 
general interest, including one 
about whisky. “Pop 
genial Kentuckian, appears in the 
advertising as the sponsor of the 
questions, which are tied up with 
the company’s own story 


wise: 
“Down Daviess County way, we 


increasing | 


in this | 


oldtimers got our heads together 
|and tried to figure out a way to 


tell you folks just how plumb good 
Daviess County whisky is. We 
|didn’t want to knock the other 


| feller’s product. 


That ain’t right. 
|'So we kinda figured out maybe we 
better let you find the answer. Step 
|in your favorite place and enjoy 


some Daviess County whisky now. 


while, test releases are being ro- 
tated in California, Illinois, Indiana, 
Kentucky, Nebraska, Tennessee, 
Wisconsin, Louisiana, Arkansas and 
Florida newspapers. Anfenger Ad- 
vertising Agency, St. Louis, is in 
charge. 
Typical “Stumpers” 


A typical set of Daviess “stump- 


See if you don’t agree, ‘The whole | ers” and answers is as follows: 


story’s in the bottle.’ 
Invites Contributions 


“Now for some fun and money, 
| too. Send in your ‘stumpers.’ You 
| get $1 for each one used, $10 for 
a set of six, acceptable and veri- 
fied.” 

In another piece of copy, Pop 
confesses that he himself is stumped 
as to how best to describe the 
excellence of the straight bourbon 
| made by his company. 
| The first advertisement in each 
| series appears Thursday, advising 

readers that the correct answers 
| will be printed in Friday’s paper, 
| but that the less patient contestants 


|may get the news immediately “at | 
Daviess,” a} 


your favorite retail store.” 

| Outstanding questions selected by 
the contest judges will be used in 
a future extension of the campaign, 
which will consist of three-question 
iseries, with credit lines for the 


pees betes ; 
| prize winning contributors. Mean- 


| 


1. Which can leap farther—a 
greyhound or a frog? The frog. 

2. Of what is dry ice made? 
Carbon dioxide in solid form. 

3. How much per acre did the 
United States pay for Alaska? 
Seven cents. 

4. What major league ball player 
walked twice in an inning on three 
separate occasions—a world’s rec- 


‘ord? George Selkirk, of the Yan- 
kees. 

5. Do ducks ever make their 
nests in trees? Yes, the wood- 
duck. 


6. What is meant by bottled-in- 
bond whisky? Old Medley Ken- 
tucky straight Bourbon whisky, a 
four-year-old 100 proof, is a good 
example of bottled-in-bond whisky. 
You can tell right off, after the first 
drink of this smooth-as-silk deep 
mellow liquor. So ask for it at 
your favorite place. You'll know 
instantly. 


This adwerlensnt is number 4 off a s0rith 


7 ’ and there was light. ed 


Back in 
eight years after 
Edison invented 
electric light 
bulbs, G. B. Bak- 
er started as a 
merchant in Ot- 
tumwa, lowa. 


1888, 


It is doubtful that 
in those frontier days Ottumwa 
had its first electric light, but it 
DID have Baker. It still has. 
Today he’s plugging air condi- 
tioning units, and selling them 
too, along with all modern elec- 
trical appliances. Today Ottum- 
wa, a thriving industrial town of 
28.000, is like any good town of 
similar size ANYWHERE in the 


Lnited States. 


For a sales experi- 
ence you should drop in at G. B. 
Baker's 213 Main Street store. 
exactly 87 miles southeast of 
lowa’s capital city, Des Moines. 
Baker knows the buying habits 
of lowans. 


When we wanted new 
light on lowa merchandising we 
asked if we could survey his Ot- 
tumwa charge account list. He 
gladly cooperated .. . “and there 
was light” plenty! 


Sout yt urban living lowans read The Des Moines $ 


Careful check showed 
one newspaper, The Des Moines 
Sunday Register, is read by 360 
of his 442 accounts. 81%! Of 
Ottumwa’s 7,521 families, 86% 


are Sunday Register readers. 


The survey was in- 
teresting but not news to Baker. 
He knows, along with thousands 
of lowa retailers, that better than 
80% of ALL the urban families 
throughout lowa (there are 
258.286 of them) regularly read 
The Sunday Register. They know 
too that advertising in The Sun- 


day Register spotlights their mer- 
chandise, brings buyers, creates 
turnover and profits. 


Last year retail sales 
in’ URBAN Iowa alone were 
$434,163,000 ($78,953,000 
greater than in the city of Cleve- 
land). Only six cities in Ameri- 
ca have a greater retail sales vol- 
ume than urban lowa. 


And 4 out of 5 
families in an urban market as 
rich as this can be reached easily 
and inexpensively with one news- 
paper. 


The Des Moines 


Sintay Kogistor 


ne rate in lowa $1.64 


Lowest +f 


335,303 6 mo. A.B.C. 


constituting America’s No. 7 market 


NEW "QUIZ" VENTURE 


' MORE FUN FOR TODAY WITH POP DAVIESS’ 


UMPERS 


WELL PAY ‘1° OR*10” 


WE'RE STUMPED, TOO... 


~ 


D & A, Incorporated, Distributor 


Indianapols, Indiana 


Daviess County Distilling Company, 

Owensboro, Ky., is using newspaper copy 

in ten states for an adaptation of the 

“quiz programs which have scored so 
well on the air. 


Continental Starts 
Newspaper Drive 
on New Jelly Roll 


New 


York, Nov. 22.--A new 
product called Rollettes is being 
introduced by Cortinental Baking 


Company in Buffalo and Rochester, 
supported by test copy in news- 
papers and spot radio advertising. 
A gradual extension of the cam- 
paign to other Eastern cities will 
be undertaken soon, it was learned 
today. 

The product is made of sponge 
cake and fruit jam. A _ package 
costs five cents, and Continental is 


that Rollettes are 
fused with 


not to be 
ordinary jelly 


con- 


thetic jelly. 

A Continental executive ex- 
plained that the company is able 
to sell the cake at the low price 
by using a new type of baking 
equipment which makes possible 
quantity production methods. Roll- 
ettes are turned out “by the mile,” 
he said. 


two cities heralds the 
“a new cake sensation.” 


product as 
Copy also 


and “pure food jam” are used. The 
account is directed by Benton & 
Bowles. 


ABC Adds Eight 


The following publications have 
joined the Audit Bureau of Circu- 


lations: Herald, Vicksburg, Miss., 
and Leader Call, Laurel, Miss., 
newspapers; Ahepa Magazine, 


Washington, D. C.: Children’s 
Activities, Chicago; Double Action 
Group, New York; Everyday Pho- 
tography Magazine, New York: 


York, magazines. 


Teach Magazine Editing 


The third annual course in house 
magazine editing of the House 
Magazine Institute of America 
will begin Dec. 6 at the Institute’s 
new headquarters, 535 Fifth ave- 
nue, New York, under the direction 
of Robert Newcomb. The 
will last ten weeks. 


NBC Promotes Pierce 


Jennings 


course 


Pierce has been 
pointed director of education 
the Western division 
sroadcasting Company, 
,cisco. Formerly director of agri- 
culture for the Western division. 
Mr. Pierce will consolidate the two 
are into one department. 


ap- 
for 
of National 

San Fran- 


Lemp Appoints Anfenger 

| William J. Lemp Brewing Com- 
_ pany, St. Louis, has appointed 
Anfenger Advertising Agency, St 


Louis, to handle its account. News- 
| paper, outdoor and point-of-pur- 
chase advertising will be used 


| Camel } Shorts in | 


placing special emphasis on the fact | 


rolls | 
which are usually made with syn- | 


Sizable newspaper space in the | 


Glamour of Hollywood, Greenwich, 
. 7 | 
Conn., and Home Craftsman, New | 


—— 


Technicolor Get 
Wide Booking 


New York, Nov. 24.—Taking ad- 
vantage of the characteristics of 
Technicolor, which are reported tp 
have reduced advertising resistance 
|of both exhibitors and audiences 
substantially, R. J. Reynolds To. 
bacco Company has released four 
movie shorts in behalf of Came] 
cigarettes. 

The films, produced under the di- 
/rection of William Esty & Co., the 
| Camel agency, visualize the current 

advertising theme, “Five extra 
smokes in every pack” by the inter. 
esting device of showing athletes 
| performing the chores at which they 
excel, then flashing back to Camel's 
smoking machine. 

The 120-foot films were produced 
in Hollywood by Technicolor, which 
‘insists that its own experts and 
equipment be used to earn the Tech- 
nicolor signature. Since movies are 
shown at the rate of 90 feet a min- 
| ute, the Camel advertising lasts only 
1 minute, 20 seconds. General 
| Screen Advertising has booked the 
| Camel films in 1,500 houses in 200 
/major markets. 

National Carbon Company is also 
_ready to introduce a new advertis- 
_ing film in Technicolor, following 

the lead not only of Camels, but of 
Chevrolet, Alka-Seltzer, Lucky 
| Strike and other national advertis- 
ers who have found color a soothing 
antidote to advertising objections. 


Schaffer Heads Juniors 


Enos P. Schaffer, H. A. Marsh 
Advertising Agency, formerly vice- 
president of the Junior Association 
of the Advertising Club of New 
York, has been elected president, 
succeeding William Boetcker, Talon, 
Inc. Other new officers are John 
L. Kronenberg, S. D. Warren Com- 
pany, vice-president, and Joseph L. 
'Hornsby, Batten, Barton, Durstine 
& Osborn, secretary-treasurer. 


Feinberg Joins Lewin 

| Charles K. Feinberg has joined 
A. W. Lewin Company, Newark, as 
vice-president. He was formerly 
associated with Station WQXR, 
New York, American Hebrew, New 
York, with Art Metal Works, Inc., 
New York, as advertising manager, 
and from 1922 to 1925 conducted 


his own advertising agency in 
Newark. 
Offers New Auto Part 

A new automobile accessory 


known as a detonation suppressor 
is being introduced by Kane Prod- 
ucts Company, Shelton, Conn. 


claims that “finest sponge cake” | Newspapers are being used and na- 


tional magazines and __ business 
papers are scheduled. Brown & 
Thomas Advertising Corporation, 
New York, has the account. 


| Two for United 


United Service Advertising, New- 
ark, has been named advertising 
counsel for Robeson Cutlery Com- 
pany, Perry, N. Y. The same agency 
will also handle advertising for the 
|township of North Bergen, N. J. 
}in a tie-up with the state campaign. 


N advertisement ™ 
executive publications that are read 


at home loses much of its value 
unless MERCHANDISED on the 
two square yards of desk top where 
the executive buys. 
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lets you decide it 


SPOT 


Candid camera study of Advertiser ex- 
laining that his new product must creep 
balere it can walk—or run. 


"| want to get my distribution territory by terri- 
tory," he murmurs plaintively. ‘How can RADIO 
help me on that?” 


“And you SPOT each program into each 
city at the best time for each particular 
market.” 


Choose the best available hour for your 
program to go into each city. Have it 
there when the listening habits are best 


suited to your localized sales appeal. 


One station or a hundred—-spotted to fit 


your distribution. Flexible in establish- 


"Easiest thing in the world,” replies his Agency 
Man. "We'll SPOT our programs by buying sta- 


tions individually.” 


"Hallelujah!"’ mutters the Advertiser, “let's SPOT 
our RADIO and our distribution, SPOT by SPOT. 
Now SPOT me a program!" 


ANY LENGTH 


ing a new product or adding pressure in 
areas where you want extra oomph. 


Station break or a full hour—25 words 
locally read or a fifteen-minute strip- 

any length of program, live or tran- 
scribed, individually spotted for each 


market in each territory. 


few or as many stations as you like.” 


For any advertiser or agency executive who 
wants to see how SPOT RADIO can meet his 
individual situation, we shall be very glad to 


suggest a specially prepared outline, 


* 


EDWARD PETRY 
& COMPANY 


INCORPORATED 


Representing leading Radio Stations through- 
out the United States—individually 


Offices ine MEW YORK, CHICAGO, SAN FRANCISCO 


DETROIT, ST. LOUIS, LOS ANGELES 


"That's what SPOT RADIO means," he con 


tinues. "You buy any length program on as 
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Joint Action 
Hastens Debut 
of Fleur-0-Liers 


Cleveland, Nov. 22.—A_ pooling 
of efforts by manufacturers of flu- 


crescent lighting equipment has < 
resulted in such rapid progress : 
that advertising of Fleur-O-Lier 


the 
appear in 


Manufacturers, as 
known, will 
issues of business papers. While | 
the business paper campaign will | 
be expanded shortly after the turn 
of the year, the ultimate goal is a 


group is 
December | 


Voy Corttns Peor © kimes 


‘ 
SPEC PICATIONS 


LOOK FOR THIS LABEL 


balanced effort which will reach 
the home owner as well as business 
man. 


Developed a Year Ago 


When fluorescent lamps were first 
developed about a year ago, no fix- | 
tures or auxiliary equipment were 
available and the necessary appa- 
ratus had to be designed. Organi- 
zation efforts induced a group of 


“Fleur-( 
operating 


The name 
cludes all 


manufacturers to cooperate in pro- 
ducing this equipment, in exchang- 
rapid technical 
finally, 


assembly of 
ing information as 


advances were made, and the ETS. 
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OUR PLANT AT 


Complete facilities for the produc- 
tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 
housed in this modern, fire-proof 
building. 


be handled efficiently and promptly. 


Orders of any size can 


Located within easy walking dis- 
tance of Chicago's Loop district, it 
is most convenient for buyers to 
drop in at our office and discuss 


their printing plans with us. 


Polk & La Salle Streets 


| edge Sd a 


124 WEST POLK STREET 


—_ 


i} 


BF ew 


B PLECR-O-LIER Werifeciurcr 


in their marketing efforts, embrac- 
ing the certification tags of Electri- 
cal Testing Laboratories. 
in- 
apparatus, 
component parts and materials used 
in the manufacture, fabrication and 
the equipment, all of 


All manufacturers in the 


A: Center of Printing Activity 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. 
a Catalog, Publication, Book- 
let, Broadside or other form 
of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
to cooperate with you on 


your next job of printing. 


PITTING PRODUCTS CORPORATION 


| Better 
|charge of advertising. F. 


|agement 


| World and Wholesaler’s Salesman. | 


organization contribute to the cost 
of testing, certification and adver- 
tising. None alone has anything to 
advertise, but through cooperative 
enterprise they have created a fin- 
ished product with high guaranteed 
standards. It is estimated that this 
pooling of resources has shortened 
the experimental period by three 
years. About 40 manufacturers of 


| switches, starters, tube holders, re- 


flectors and other equipment con- 
tribute ten cents per complete unit, 


in proportion to their volume. 


Make Modest Start 

Foster & Davies, Inc., Cleveland 
agency which originated the I. E. S. | 
Sight lamp program, is in 
Carlisle | 
Foster, president, said that $75,000 
will be spent in 1940 and it is be-| 
lieved that the scale will be auto- | 


| matically stepped up in succeeding 
| years. 


| diate list are Buildings and Build- | 


Publications on the imme- | 
ing Management, Electric Light & | 
Power, Electrical World, Electrical | 
Contracting, Electrified Industry, | 
F. T. D. News, Factory Man- | 
& Maintenance, Inland | 
Printer, Lighting & Lamps, Textile | 
e | 
rush, Chain | 
Executive and 


After 
Store 


Christmas 
Retail 


the 
Age, 


which must meet the standards of |Women’s Wear Daily will be added 
to the schedule. 


j 


Be it 


CHICAGO 


| 


THE POTATO BOY IS BACK 


. 


«2 Stale D Malte 
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The Maine Potato Boy, popular trade figure used first in 1937 by the Maine 
Development Commission to publicize its product, returns again for the third 


season of the commission's national drive. 


40 inches high. 


The display is in six colors, stands 


The wagon in front carries 60 pounds, including, as shown, any 


related products selected for tie-in promotion at the retail outlet. Brooke, Smith, 
French & Dorrance, New York, created the display. 


on 120th Birthday 


Little Rock, Ark., Nov. 22.—The 
Arkansas Gazette celebrated its 
120th birthday this week by dedi- 
cating a new fireproof press build- 
ing containing a 220-ton press 
| which will produce 50,000 paper: 
per hour. None of the existing 
|structures could house the press, 
which is 70 feet in length. 
| The Gazette was started in a log 
|}cabin at Arkansas Post in 1819, but 
|was moved to Little Rock two 
lyears later. The history of the 
| Gazette, as the morning paper said 


in its anniversary edition, covers 
many exciting periods, and the 
|paper has changed hands many 
| times. 


in Territorial 
recital. “It fought 
It chronicled wars, 


“It was a power 
days,” said the 
for statehood. 


floods, droughts, pestilences and 
took part in many political con- 
tests. Duels were fought on ac- 
count of issues raised in the open 


forum of its columns.” 

| The special section contained 
some interesting advertisements, 
not the least of which was one 
signed by the John Budd Company, 
the newspaper's national represen- 
tatives, telling of its 56 vears’ serv- 
ice to the Gazette. 

J. N. Heiskell has been editor-in- 
chief of the Gazette since 1902. 
Fred W. Allsopp is business man- 
ager, and W. C. Allsopp advertising 
director. C. E. Deece is national 
advertising manager. 


Joins Lion Oil 
Sipes has 


sales 


been appointed 
promotion and 


Leon 
assistant 


advertising manager of Lion Oil 
Company, E!] Dorado, Ark. He was 
formerly assistant manager of Sta- 
tion KELD, El Dorado. 
Gets Maier Brewing 

Maier Brewing Company, Los 


Angeles, has appointed Richard T 
Clarke Company, Beverly Hills, 
Calif., to direct its advertising 
Kenneth M. Miles is account execu- 
tive. 
Poix Appoints Waters 

G. M. Poix, Inc., New York, has 
appointed Norman D. Waters & As- 
sociates, New York, to handle ad- 
vertising of Mme. Poix brassieres 
National magazines will be used in 
addition to business papers 


‘Arkansas Gazette’ Southwest Gets 
Expands Facilities First Opportunity 


to See Television 


Oklahoma City, Nov. 21.—The 
Southwest was afforded its first 
opportunity to see television in 


auction here last week when Station 
WKY and the Oklahoman and 
Times were co-sponsors of a six- 
day show that drew a record crowd 
of 51,000 people to the municipal 
auditorium. 

RCA engineers supervised the 
technical aspects of the presenta- 
tion, the most complete yet offered 
outside the New York and San 
Francisco fairs. Among the _ per- 
formers were Nancy Callahan, re- 
cently crowned “Television Queen” 
in Chicago, and several NBC and 
local radio artists. 


Issues Rate Guide 

E. H. Brown Advertising Agency, 
Chicago, has issued the 15th annual 
edition of “Advertisers Rate and 
Data Guide” which is available to 
advertisers without charge. 


ww . 
Buys “Carpet Review” 
Flooring Publishing Company, 
New York, publisher of Flooring, 
has purchased Carpet Trade Review 
from Haire Publishing Company. 


ETTER results 
are produced by your advertising 
to executives, when your list of 
mediums includes The Wall Street 
Journal—the one publication that 


merchandises for you. 
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Parming Is a Basic Business 


The Farmer-Stockman has done much to foster the application 


of business methods to Southwestern agriculture 


way back when grandpa was a boy, farm- 

ing was a way of living, in which the total 
efforts of a family were devoted to the produc- 
tion of grub and homespun clothing. Life was 
simple. It had to be. There was neither time, 
money nor effort to produce or provide any- 
thing but board and bed and a roof overhead. 


Land was cheap or free; taxes low or non-ex- 
istent. The farmer didn’t have money; he didn’t 


need much; his neighbor didn’t have much. 


Farmers raised what they ate, ate what they 
raised, traveled in the farm wagon, walked or 
stayed at home. They had one “boughten” tool 
—a plow. The harrow was home-made and 


the planting was done by hand: 


The best farmer in those bygone days was 
the man who could chop more wood, maul more 
rails, hoe more rows, or pull more fodder than 


the other fellow. 


The pioneer farmer was an economic unit 
unto himself. He sold little, hence, bought little. 
He was yet unaware that he had needs beyond 


the meager life of his isolated farm. 

As a “prospect” for the seller of merchandise, 
he was about the world’s worst. 

Ah, the good old days—good to talk about 
to prove what a tough guy grandpa was! But to 


those of us who helped live those days, there is 


no sigh for their return. 


OWNER-TENANT PROBLEMS HAVE BEEN 
SOLVED THROUGH CONTRACTS DEVELOPED 
BY FARMER-STOCKMAN EDITOR ROBERTS. 


| ieee business side of farming has always 
occupied much of the time and thought 
of Farmer-Stockman editor, Clarence Rob- 
erts. In 1924 the first edition of his book, 
The Business of Farming, was published. 
It soon became a recognized textbook for 
Oklahoma schools. Of this book Dr. Brad- 
ford Knapp, then president of Oklahoma 
Agricultural and Mechanical College, wrote: 
“This book is written with the real voca- 
tional side of farming, as a business, upper- 
most in the author's mind. It is the first 
serious effort to outline the basic and im- 
portant facts necessary to successful farm- 
ing in Oklahoma. The agriculture of Okla- 
homa differs from the agriculture in her 
sister states. The practices of farmers else- 
where are not always adapted to Oklahoma. 
This book connects the general practices of 
agriculture with Oklahoma problems and 
Rives them their Oklahoma application.” 


—— as done today is a business in every 

sense. A business just as the manufacture of 
autos, shoes or nails. The farmer who is getting 
ahead these days is one who protects himself 
in every business deal. He knows advertised 
brands. He buys shrewdly and sells carefully. 
He keeps books. He knows where the money 
comes from and where it goes. He plugs up the 
little leaks to prevent their becoming big ones. 
He knows the value of volume in keeping down 
unit cost. He recognizes farming as a business. 

But here’s the point we started out to make. 
The editors of The Farmer-Stockman, 20 to 25 


years ago, took notice of the rapid change then 


THE FARMER-STOCKMAN fe 


THE OKLAHOMA PUBLISHING 
OKLAHOMA CITY 


FARMER-STOCKMAN ENCOURAGES FARM BOOKKEEPING 


getting under way. In season and out, we 
pounded on the principles of sound business as 
applied to farming. Over and over we insisted 


that farming is a business and only those will 


succeed who approach it as such. . 


AS our contribution to the business of farm- 
ing we have pointed out the certain se- 
quence of fertile soil—big yields—low unit cost, .. 
in arguing the case for soil conservation. We | 
early cited the chief advantage of a tractor in 
cultivating big fields which would likewise lead 
to cheaper production. We fought high taxes 
since taxes is a cost of doing business. We 
plugged for more livestock and better livestock 


to avoid the risks of one-crop farming. We 


plead the cause of the co-operative as a means 
of getting a little more for what the farmer sells | 
than he otherwise could get. We have argued 
the case for thrift, warned against the habit of 


debt and urged a live-at-home program. - ~ 


Nor do these sum the total of our effort. 
Many minor ones are included in the whole 


program to prove that farming is a business in 


which the most successful man is he who can Z - 


produce for less, sell for more, or both. 
‘ a 
irre wey oe 


Editor, The Farmer-Stockman . "a 


oy 


» COMPANY 
p OKLAHOMA 


THE OKLAHOMAN AND TIMES * MISTLETOE Express * WKY, OKLAHOMA CiTy *® KVOR, COLORADO SPRINGS 


KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC 
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ADVERTISING AGE 


November 27, 1939 


FIC Inquiry on 
Fair Trade Nears 
End of First Phase 


Data from 86 Compa- 


nies to Be Analyzed for 
Release Next Year 


Washington, D. C., Nov. 24.—The 
first phase of the Federal Trade 
Commission's inquiry into the ef- 
fects of retail price maintenance is 
nearing completion, it was learned 


this week, when officials expressed | 
the belief that answers to the ques- | 


tionnaires distributed to 86 com- 
panies will be in their hands by the 
end of next week. The study is 
being directed by the Economic Di- 


vision of the FTC under the super- | 


vision of Col. W. H. England, as- 
sistant chief of the unit. 

This investigation may provide 
ammunition for opponents of state 


fair trade laws and the Miller-Tyd- | 
The Federal Trade Com- | 
termed a| 


ings Act. 
mission itself cannot be 
completely impartial agency in this 
study since practically all 


of the} 


| legislation which it enforces runs 
| contrary to the laws under sur- 
| veyance. Some high administration 
| officials are known to be unfavor- 
| able to the Miller-Tydings act. 


Serve as Basis 


Returns from the 86 companies 
will serve as the basis for the study. | 
Of the 86, 56 are drug firms, six | 
|handle men’s clothing and the re- | 
| mainder deal in foods, soaps and 
|other commodities. Stated objec- | 
tives are: 

(1) a study of prices charged by 
manufacturers and_ retailers for 
commodities under price contract 
as compared with such prices for 
similar competing commodities not 
under price contract; (2) a study | 
of the quality received by the con- 
sumer in his purchase both of com- 
modities under price contract and 
'of similar competing commodities 
under ordinary conditions; (3) 
methods employed in obtaining 
support of industry and retail and 
wholesale trades for resale price | 
maintenance and in the practical 
establishment thereof. 


| 


Data on Questionnaire 


Information concerning the com- 
modity, brand, date placed under 
|resale price maintenance and 
| whether it was sold to a wholesaler, 


MARK SUCCESS OF QUIZ PROGRAM 


a 


J. M. Mathes, agency chief (left) and 
Dry Ginger Ale, Inc., congratulate Clifton P. Fadiman (center) at the first anni- 
versary party for Canada Dry's radio program, “Information Please.” 


store, individual retail store, or a | 
supermarket, sought in the | 
questionnaire. Space is also pro- | 
vided “for the reporting with ref- | 
erence to a_ specified brand and | 


is 


retail chain store, retail department 


package size of a designated com- | 


stood. 


stores 


four thousand. 


Look over the list of utility 
container. 


progress in the last twelve months. 


Every year at this time for twenty years Dartnell has 
want to give something better than the usual type of 
available only from Dartnell. 


features below. 
Not a gift of fleeting moment but a remembrance that will remind the recipient of your ges- 
ture for three hundred and sixty-five days throughout 1940. 


DARTNELL PERSONAL RECORD BOOK 


Of course you will want to remember those associates, customers and accounts who have contributed to your 
You will want to give them a remembrance that will not be misunder- 
\ dignified gift. exelusive but with utility value. 


There can be no more effective remembrance than one of these de-luxe 1940 Dartnell Personal Record Books. 
made these superb desk books available for those who 


gift. These books are 


One advertising agent has just ordered two hundred for his business friends. A national advertiser has just 
£ ‘ J 
placed an order for two thousand copies for his dealers. 


Then make up your gift li 


Orders range from one copy for personal use to 
Usually the entire edition is sold out by December 15. 


» quite exclusive —not sold through 


; Cases 


st. Each book comes in a holly 


oe ee ee ee ee ee ee ee ee ee ee oe ee es oe ee ee ee es es es es as | 
DESK BOOK SIZE @ 5'. x 8 INCHES @ 432 PAGES { 
Ip ; M , j | 
BLACK SHEEPSKIN @ GILT EDGES @ PRICE S5.00 | 1PPROVAL ORDER FORM | 
I The Dartnell Corporation 
| 1660 Ravenswood Avenue 
| Chicago, Il. 
| 
! 1950 
Half-Hour Record of Engagements oy Days 1 ship at once copies of your deluxe 
Rest Hotels, with number of rooms, 300 cities I 1940 PERSONAL RECORD BOOK in black sheep 
Kecord of Deductions from Income Tax I skin binding at $5.00 each ($51.60 a dozen). We 
Record of Monthly Expenses and Income \ reserve the right to return the books for full 
Record of Notes, Dues and Future Expenses credit within five days if they are not. satis 
Kecord of Investments and Interest I factory. 
\ir Fares between Cities in U.S 1 () Check enclosed Invoice Company 
Record of Life Insurance Policies and Payments ! 
Mileage between Important Cities i Individual | 
Peak Seasons in Different Lines of Business = 
Railroad Fares between Cities (Revised) i Position 
Table of Discount Equivalents ! 
Compound and Daily Interest Tables i Company 
Federal Income Tax Chart and Digest of Laws i Address 
rice Range of Leading Stocks 
security Yields at Varving Rates of Interest 1 
opyright Laws: Legal Protection of Ideas 1 5 . -_ : 
Pudtioniian Bates: and Crvulebion \ INDIVIDUAL NAMES IMPRINTED IN GOLD 
A Business Motto for kvery Day of the Vear Individual names can be imprinted in gold 
l on the covers of your books at an extra charge 
| of 30 cents ea h Be sure to attach your list 
A DARTNELL PRODUCTION 1 a ee 
i A.A 11/27/39 


ager 


Roy W. Moore, president of Canada 


modity, the stipulated minimum re- 
tail prices of articles in the respec- 
tive states have fair trade laws 
—both the original minimum prices 
and those in efféct on June 30, 1939, 
together with the dates on which 
those prices became effective in the 
respective states. Columns are also 
provided for minimum wholesale 
prices, with their effective dates, in 
where minimum prices for 
sale at wholesale were prescribed.” 

A series of questions is also in- 
cluded with respect to the condi- 
tions that caused the individual 


| firm to place its products under re- 


sale price maintenance, the con- 
clusions arrived at about the op- 
eration of such laws, the important 
factors which affect the volume of 
sales, and the ending of undesirable 
trade practices by placing products 
under the operation of fair trade 
laws. 
about whether there are undesir- 
able trade practices under such 
laws, devices used to circumvent 
resale price maintenance, difficul- 
ties in enforcing price contracts, 
and instances in which distributors 
have advertised cut prices in order 
to have the manufacturer pur- 
chase the stocks of the distributor. 

The inquiry is being conducted 
by the FTC under the authority of 
a Commission resolution approved 
on April 25, 1939. 
to be completed by May 1, and the 
results of the investigation are ex- 


pected to be released to the public | 


around the first of June, 1940. 


Radio Normandie on Air 


Radio Normandie, international 
broadcasting station whose _ pro- 
grams directed to England were 


silenced following the outbreak of 
the war, has resumed operation. 
Present programs, according to in- 
formation from the London office of 
J. Walter Thompson Company, 
consist largely of recordings with 
commercial announcements limited 
to statements of the sponsor’s prod- 
ucts. American manufacturers un- 
der contract to use the station’s 
facilities include Lever Brothers, 
Rountrees Chocolate Company and 
Horlicks, Ltd., all Thompson clients. 


Roberts Rejoins NBC 

Wilfred S Roberts, who recently 
rejoined the National Broadcasting 
Company after a six months leave 
of absence, has been named 
of the production division, 
succeeding William S. Rainey who 
has resigned to join Trans-Ameri- 
can Broadcasting and Television 


Corporation, New York, as a pro- | 
Roberts was | 


Mr. 
Paramount Pic- 


executive. 
contract to 


gram 
under 


| tures, New York, during his leave 


of absence. 


Joins “Book Production” 

Phil H. Stitt has joined Book- 
binding & Book Production, New 
York, as advertising manager. 


Fducational Graphic Arts Exposi- 
tion, held recently in New York. 


Pastel Promoted 

Alfred R. Pastel, formerly West- 
ern advertising manager of Esquire, 
has been appointed to the new post 
of advertising manager in charge of 
all territories 


the New York office. 


New England ‘Boom’ 
Enhances Area's 
Market Potentials 


Boston, Nov. 22.—Although sta- 
tistics show that New England busi- 
ness conditions have reached a leve} 
unequalled since 1927, advertisers 
have as yet to take full advantagy: 
of this market’s increased poten- 
tialities, according to reports given 
ADVERTISING AGE today. 

The information on general busi- 
ness was presented by the bureau 
of statistics of the First Nationa] 
Bank. Information on advertising 
was limited to a study of Boston 
newspaper linage. 

Retail store promotion has gained 


Informaticn is also sought 
& 


It is scheduled | 


man- | 


He | 
directed the publicity for the Fifth | 


with headquarters at | 


|about 750,000 lines during the first 
'10 months of the year as compared 
with the like 1938 period. Nationa] 
linage, however, is below 1933 
totals. 

Another angle to the advertising 
side of the picture was offered by 
|Merle D. Penney, sales promotion 
|manager of Forbes Lithograph 
Company. He reported that his 
company is far ahead of 1938 sales 
'in the production of displays and 
|that this phase of the company’s 
| business is the best it has been in 
|a decade. 
| 


Began Before the War 


Officials of the bank, in quoting 
the statistics on general business, 
pointed out that the upward trend 
began before the opening of hostili- 
ties abroad. Since the war’s start, 
however, there has been a_ sharp 
acceleration, especially in the heavy 
industries. Many South American 
| countries have placed orders for 
| steel, tin plate and coal. 

General business was reported to 
be 20 per cent ahead of 1938 for 
|the first ten months of the year. 
| October payrolls were 4 per cent 
|ahead of September and 14.5 per 
|cent ahead of October, 1938. Em- 
|ployment showed a _ corresponding” 
| gain. 

Wool and cotton consumption 
was estimated to be 25 per cent 
| ahead of 1938 in October. Depart- 
;ment store sales for the first 11 
|days of November were 14.5 per 
/cent ahead of the like 1938 period. 
| A survey of 200 Massachusetts 
|companies revealed a 40 per cent 
gain in unfilled orders in October, 
as compared with that month last 
year. 

Bank executives added further 
|cheer to the picture in estimating 
‘that consumers will spend 10 per 
| cent more in Christmas season buy- 
ing than they did last year. 


Yandell Joins NBC 


L. P. Yandell, executive of the 
Radio Corporation of America, New 
York, has been temporarily as- 
signed to the National Broadcasting 
Company to assist in extending 
commercial international service to 
Latin - American and European 
countries. 


OMPLETION of a 
sound program to sell executives 
demands The Wall Street Journal, 
because 86% of its circulation is 
read by executives at their desks— 
where they buy, where you sell. 
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Ir IT'S SALES you have to dig for, 
open your Standard Rate and 
Data to the rotogravure section, 
and get the facts on an advertising 
tool which combines power and 
flexibility to no less marked a de- 
gree than does the steam shovel. 


Bought in economical groups, rotogravure is powerful 
enough to dip up over 50% of the nation’s homes and de- 
liver them to you as prospects. Bought in individual sections, 


it is flexible enough to let you select any city, area or zone 
in the country and subject it to an intensive, self-merchan- 
dising sales drive. Self-merchandising, because rotogra- 


Tremendous Power 


made Flexible... 
w.. Thats Rotogravure! 


@ Inside the cabin of a modern steam shovel are a series of levers 
not much larger than the faucets in your bathroom . . . yet so flexible 
do they make the powerful mechanism that through them the operator 


can handle his giant shovel as accurately as if it were a garden spade. 


vure's reader interest and circulation are so high that not 
only your prospects but your outlets will be deluged by 
sales messages. 


With these facts in mind it is easy to see why advertisers, 
even in such competitive fields as transportation, get results 
from rotogravure which warrant the success stories published 
on the next page. For the experiences advertisers in your 
own field have had with rotogravure, write Kimberly-Clark. 
Because in addition to manufacturing Rotoplate, Kleerfect, 
and Hyfect—three of the most widely accepted rotogravure 
papers — Kimberly-Clark maintains a research department 
and a statistical bureau to serve publishers and advertisers. 
The Kimberly-Clark Corporation, 8 South Michigan Avenue, 
Chicago, Illinois. 
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THE BLUE RIBBON Trains 
TO FLORIDA 


FRENCH LINE 


“The service we offer the public 
is one that lends itself to dignified, 
colorful advertising. With this in 
mind, rotogravure is included in 
our schedules each year. We con- 
sider it to be very effective and of 


definite advantage.” 


SEABOARD 
RAILWAY 


“The period during which Sea- 
board showed an increase of 
32.42% coordinated with the 
year in which we first used roto- 
gravure. We are sure from the 
excellent results we have obtained 
in the past that rotogravure will 
have an important place in the 
coming Seaboard advertising 
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Established 1872 * Neenah, Wisconsin * 67 Years of Service 


NEW YORK LOS ANGELES CHICAGO 
122 East 42nd Street 510 West Sixth Street 8 South Michigan Avenue 
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a 7 . | which is under the direction of |Rode Name 

edicts Gain in MOVED UP Three Elected | Sterling E. Peacock as_ resident ‘R de N d Head 
Vi P id t vice-president | Alfred B. Rode, Jr., Rode & Brand, 
o . : . |has been named president of Young 
. : ice-rresidents Mr. Clark has spent 13 years in|Tithographers’ Association, New 
ailroad Bud efs | f N W A the Chicago office as a service ex-| York, succeeding W. Stuart Powers, 
| oO ° ° yer ecutive. As vice-president he will| who has joined Time, Inc. George 


for ‘40 Campaigns 


Siddall Stresses Need 
for Constant and Repe- 
titious Advertising 


Chicago, Nov. 24.—A prediction | 
that passenger departments of the | 
nation’s railroads will continue to 
be major users of advertising dur- 
ing 1940 and may exceed their 1939 
appropriations was made here this | 
week by H. W. Siddall, chairman of 
the Transcontinental Passenger As- 
sociation. 

In a luncheon address to the | 
Agate Club, Mr. Siddall outlined 
the railroads’ major achievements 
in recent years and stressed their 
belief in the necessity of “constant 
and repetitious” advertising. 

The decline in foreign travel and 
consequent increase in domestic 
travel is also expected to be a 
worthy theme for 1940 railroad ad- 
vertising, he asserted. Particular 
attention is being paid to promotion 
of travel to Mexico. 

He listed streamliners, air condi- 
tioning, modernized equipment and 
lower fares as the most notable of 
recent developments in passenger | 
railroading, pointing out that each | 
advance had proven an excellent | 
theme for advertising. 

Mr. Siddall gave further encour- | 
agement to the magazine represen- | 
tatives in disclosing that the'| 
railroads have several new mer-| 
chandising ideas under considera- | 
tion which, if put into effect, will | 
ilso increase their use of advertis- 
ing. 


Streamliners Yield a Profit 


He classed streamliners as the | 
railroads’ “number one _ achieve- | 
ment” and expressed the belief that 
emergence of these sleek, super- | 
trains is a suitable theme for nearly 
all railroad advertising. Since the 
first streamliner made its debut in 


ppearance and now are operated 
n all sections of the country. The | 
public has responded with enthu- 
siasm to these trains, he added, and 
they are all being operated at a/| 
profit, in many instances a substan- 
tial profit. 

Mr. Siddall also discussed the 
price problem, one that the rail- 
oads must face like any other ad- 
vertiser. The 16.6 to 45 per cent re- 
ductions in fares, put into effect in 
1933, to the accompaniment of 


1934, many others have made their | 


E. Battenfield Company, 
Des Moines agency, has moved to 


in the Iowa-Des| Since 1921. He will be in charge of} Mr, Bangs will be in charge of the |Sudler Company, Los Angeles, to 
Moines National Bank bldg. 


much advertising, proved successful 
enough to bring an increase in rev- 
enue in 1934 and in subsequent | 
years up to 1938. 

He commented upon the tendency 
of some railroads to over-stress 
coach fares in their advertising, 
pointing out that this has occasion- | 
illy been done to the detriment of 
Pullman business, although coach 
travel has been greatly stimulated. 

Air conditioning and modernized 
equipment in Pullmans, as well as 
n the coach cars, have also proven 
their value in railroad advertising, 
he added, both in individual rail- 
road copy and in the campaign | 
sponsored by the Pullman Com- 
pany. Railroads, incidentally, are | 
baying the installation and operat- 

costs on all air conditioning 
equipment, whether used in Pull-| 
an cars or railroad coaches. 


KFRO Repeats Sale | 


Station KFRO, Longview, Tex.,| 
will hold its second annual one cent | 
sale in January when advertisers | 
n buy one unit of broadcast | 

rvice and for an additional cent 
may receive a duplicate unit, with | 
oth units to be broadcast on the | 

me day. Contracts will not be 
cepted for longer than 13 weeks. 


Cruickshank Joins Frost _ 
James E. Cruickshank has been 
ppointed assistant to the manager 

of the hotel and resort department 

of Harry M. Frost Company, Bos- 
nm. He was formerly in the travel | 

‘avertising department of the Bos- 

ton Herald. 


’ 2 have charge of this feature of the | Schlegel, 3rd, Schlegel Lithographic 
Philadelphia, Nov. 21.—The board fs em. - ag : \Gomemmy. thes teen Glecked Vieo~ 
of directors of N. W. Ayer & Son, Ayer activities in Calcago. rom § 


aS ae | president. 
Inc., has elected three new vice- . . . ——_—_ 
presidents, two in Chicago and one good tgtenag dl or Forjoe Advances Godfrey 
‘ é . Be s be ap- : 
A avenge = egg: ye or pointed general sales manager of | Kent Godfrey, formerly in the 
+ Williams Oil-O-Matic Heating Cor- | Sales department, has been ap- 
Harris D. Bootman. Mr. Bootman| poration, Bloomington, Ill., a newly | Pointed national sales manager of 
is in charge of the agency’s media| created position. “ |Forjoe & Co., New York, national 
department here. nee minimis radio representative. 


: Mr. Meldrum has been managing Bangs to “Pathfinder” 


con gears, Like Mi Clark, he hes| ,, Donald M. Bangs has been named | Gets Beverly-Wilshire | 
been associated with the agency assistant to Emil Hurja, publisher Beverly-Wilshire Hotel, Beverly 


of Pathfinder, Washington, D. C./|Hills, has appointed Culbreth D. 


new business in the Chicago office,| New York office of the publication. ! direct a magazine campaign. 


“So you OK’d NEWSWEEK on your 
1940 list! Seems to me you owe the 
advertising department a lunch on 
that—not to mention the dozen golf 
balls I bet you last Spring.” 


“Don’t rub it in, Don—for all your 
arguments, it was NEWSWEEK’s 
87% advertising linage gains for the 
past ten months that clinched it.’’* 


*Clincher for using NEWSWEEK right now is the fact that its above 
average audience now numbers better than 375,000 keen-minded fami- 
lies . . . yet for the balance of 1939, rates remain based on a 300,000 

arantee. A Hooper Holmes study just released shows how good those 
amilies are: Average annual incomes, $4,851; 88.9% are in business, 
executive, and professional groups. But let your NEWSWEEK represen- 
tative give you the whole story, and... WATCH NEWSWEEK! 
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FCC Demands More 
Local Programs 
in Evening Hours 


Grants Application for 
New Radio Station i 
Denver 


Washington, D. C., Nov. 22.—Dem-. | 
onstrating a complete change of | 
heart since last May, the Federal | 
Communications Commission this | 
week granted a license for a new | 
local station in Denver because, | 
among other reasons, existing sta- | 
tions, all chain affiliates, ‘“‘do not | 
devote the most effective hours of | 
radio time to programs of a local 
character.” 

While the Commission added that 
“a number of business firms, unable | 
to pay the rates of existing stations | 
for advertising, would buy time over | 
the projected station at the lower 
rates proposed,” its chief concern | 
seemed to lie in another direction. | 

“Local governmental, educational, 
civic, charitable and community or- 
ganizations lack an effective means | 
of reaching the radio public of the 
vicinity,” it complained. 


Reaches New Conclusion 


The beneficiary of the new view- 
point is F. W. Meyer, now manager 
of Station KLZ, CBS affiliate in 
Denver. In May, his application for 
a station was rejected by the FCC, 
which found that chain stations in 
Denver devoted sufficient time to 
programs of a local character, and 
that although a number of mer- 
chants could not afford to pay the 
rates of existing stations, but could 
pay those scheduled by Meyer, this 
situation did not justify an increase 
in facilities. The vote at that time 
was unanimous, while the new line- 
up is four to two. 

The new verdict is construed by 
some observers here as indicating | 
what may be expected in the way 


ae a : 


SERVICE IMPROVED 


_ 


* 
om 


= 


¢f 


Eugene Meyer (left) publisher, Wash- 
ington Post, converses with Lauren 
hristie, Canadian Minister to the 
United States, aboard the first boat to 
bring newsprint directly from Canada to 
Alexandria, Va., where the Post has just 
established a new paper warehouse. 


| of recommendations as to the use of 
|}evening hours when the committee 


studying “radio monopoly” presents 
its report. Some dark implications 
are read into the prospect by some 
present large users of radio. 

After discussing various aspects of 
its allocation plan, the Commission’s 
ruling said that the proposed station 
would not detract from its goal. 

“Affiliated with the national 
chains,” it continued, “existing sta- 


tions do not devote the most effec- | 


tive hours of radio time to programs 
of a local character. There is further 
evidence that the proposed station 
will have a substantial area of serv- 
ice both day and night and will of- 
fer its benefits to a considerable 


| local listener group consisting prin- 
|cipally of the residents of Denver, 


and having a more definitely deline- 
ated community of interest. Under 
such circumstances the allocation 


plan can hardly be deemed a bar to 
| granting an application for the local 
| assignment.” 

The Commission said that the 
|facts show that a number of busi- 
ness firms, unable to pay the rates 


of existing stations for advertising, | 


would buy time over the projected 
|station, indicating that financial 
support for the new enterprise is 
| not lacking. 


Local Voice Needed 


| “All of the stations operating full 
|time in Denver are affiliated with 
| national chains,” it said. ‘‘Thus the 
|hours during which these stations 


/'may reach the greatest number of 


|listeners are not available for local | 


| broadcasting. Local governmental, 
|educational, civic, charitable and 
|community organizations thus lack 
|an effective means of reaching the 
radio public of the vicinity.” 

“The ‘public interest, convenience 
/or necessity’ which the statute pro- 
| vides as the basis for a grant can- 
'not be construed as a mandate that 
actual necessity for the particular 
facilities must be shown. Neither 
| the disjunctive form nor the public 
| convenience as an independent fac- 
|tor is to be entirely ignored. In- 
deed, ‘public necessity’ is not to be 
construed narrowly, but rather as 
calling for the most widespread and 
effective broadcast service possible.” 


‘Kunstler Succeeds Weiss 
Laurence S. Kunstler has been 
appointed advertising manager of 
Linens & Domestics, issued by 
Haire Publishing Company, New 
York, succeeding the late Leon M. 
Weiss. He has been in charge of 
the sales promotion and copy serv- 
ice department since he joined 
Haire five years ago and was pre- 


viously with Chilton Company, 
New York. 
Starts Marketing Course 


A new correspondence course in 
|marketing, dealing with the distri- 
bution of manufactured goods, has 
been announced by the University 
of Wisconsin Extension Division, 
Madison. The course emphasizes 
the sales strategy and distribution 
channels used in marketing con- 
sumer goods from the manufacturer 
to the final user. 


AUTO BUYER HAS PROFITED 


| 


BENEFITS TO 


2067 P SEC 


MAXIMUM SPEED + 65°/, 


ave MPH 
TIRE SIZE... 
4 SQUARE INCHE \ 
{ 
ACCELERATION... 88°, 
213 MPH 
APPEARANCE 
* wegnt 


ed averoge of lowe:t priced Sedon of each moke 


EVOLUTION OF THE PASSENGER CAR 


CUSTOMERS 


1925* PERCENT IMPROVEMENT 1940 , 
FACTORY DELIVERED 
$1,097 $775 -_ 
OBO WHEELBASE ..... + 9% 
| C UVESTVCRTYETY VFYESTD 106 $ se ha rv OT 
aenes a )))) ) ie 
2.356 18S 2.975 18S 
FRONT SEAT 
ag ee WIDTH ......... 34%, . re ae 
f my my 408 S45 | CUNYYUVUVEVYVETTTVerecretyy ¥ 
HORSEPOWER 165%, *~ & é 
HP eso ne 


BRAKE POWER .. +133%, on ON 0 
280 0 P SEC i 


FS 


PO MPH 


40 MPH 


a 


for the purchaser of automobiles. 


The Automobile Manufacturers Association has prepared this chart to illustrate 

what mass production and mass sales, coupled with constant research, have done 

While price has dropped 23 per cent since 

1925, all efficiency and appearance factors in the average car have been 
improved. 


VapoCresclene’s 
Coupons to Alter 
50-Year Policy 


N EW car registrations in Louis- , 
ville and Jefferson County for the first nine months of 1939 showed a gain 
of 71% over the corresponding period of last year and motor vehicle regis- 
trations in Kentucky showed the largest percentage of increase in the Na- 
tion in 1938. These gains in motor car sales reflect the increasing sales 
opportunities in this three-quarter-billion dollar market. No sales campaign 
is complete that does not include Kentuckiana and no advertising schedule 
is complete without Kentuckiana’s key newspapers . . . 


Owners and Operators of 
50,000 Watts 
820 Kilocycles 
Basic Columbia Outlet 


Che Conrier-Zonrnal 
THE LOUISVILLE TIMES 


THE BRANHAM CO., NATIONAL REPRESENTATIVES 


New York, Nov. 22.—For the first 
time in its long advertising history, 
coupons will adorn all copy of 
Vapo-Cresolene Company during 
the 1939-40 campaign, it was dis- 
closed this week. Vapo-Cresolene, 
whose inhalant treatment for 
whooping cough, colds and other 
ailments has been familiar to 
magazine readers for half a cen- 
tury, will use the coupons in a wide 
list of magazines and farm papers. 

The new policy is the result of 
an experiment conducted last 
|winter where a_ single insertion 
| carrying a coupon outpulled other 
|insertions to such an extent that it 
was decided to make their use 
standard practice. Coupons are not 
intended for direct sales, but call 
only for descriptive booklets, and 
direct the inquirer to purchase 
Vapo-Cresolene from his druggist. 


Lists Schedules 
Vapo-Cresolene copy will soon 


‘includes Christian Herald, Home 
Arts-Needlecraft, McCall’s, Modern 
Romances, Pathfinder, 
Physical Culture, True Confessions, 
True Romances, True Story, Wo- 
man’s Home Companion and Wo- 
man’s World. The rural section of 
the campaign will witness inser- 
tions in Farm Journal and Farm- 
er’s Wife, Progressive Farmer & 
Southern Ruralist, Southern Agri- 
culturist, and Southern Planter. 


Names Products Amerock 

American Cabinet Hardware 
Corporation, Rockford, Ill, will 
market all its products under the 


ucts such as Luster-Chrome cabinet 
hardware, Roll Point friction 
catches and Wintite sash locks will 


in addition to the new one. 


Starts Beer Campaign 


Brewers and Mississippi Beer 
Distributors Committee has started 
a 12-month campaign in all news- 
papers in Mississippi as well as in 
Memphis and New Orleans news- 
papers. The committee is operated 
under supervision of United Brew- 
ers Industrial Foundation. Dixie 
Advertisers, Jackson, Miss., is the 
agency in charge of the campaign. 


“Eleftheria” Is Daily 


Eleftheria, New York, Greek lan- 
|guage newspaper, is now being 
published daily. The paper was 
|established in 1918 as a monthly 
and has been successively a fort- 
| nightly, weekly and bi-weekly. 


: ae 
Criminal Case on 


appear in a list of magazines which | 


Parents’, | 


Irwin Vladimir & Co. is in charge. | 


name of Amerock. Individual prod- | 


retain their registered trade names | 


=4 


Wheeler-Lea Law 


Ends with Fine 


Chicago, Nov. 21.—The govern- 
ment’s first criminal prosecution 
under the Wheeler-Lea amendment 
to the Federal Trade Commission 
act came to a close here yesterday 
when John B. Petrie, trading as 
Purity Products Company, was 
fined $1,000 by Federal Judge 
Woodward in the United States 
District Court. 

The defendant had previously 
filed a not guilty plea but this was 
changed at the last minute to a 
plea of guilty. The maximum pen- 
alty possible would have been $5,000 
and a jail sentence. 


Charges of Government 


The government had _ charged 
that Purity Products had criminally 
violated the Wheeler-Lea amend- 
ment through the dissemination of 
false advertisements for Menstrua 
and BX Monthly Relief Compound, 
products designed for the mitiga- 
tion of menstrual disorders. 

Charges were similar to those 
| which the Federal Trade Commis- 
sion has made in recent months 
against several companies selling 
similar products. This was the only 
case so far in which advantage was 
taken, under the provisions of the 
Wheeler-Lea amendment, to insti- 
gate criminal proceedings. Thes¢ 
were started last spring and were 
reported in ADVERTISING AGE in de- 
tail March 6. 
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“—be sure and phone DI-NOC 
representative today, to discuss 


plans for 1940 
Point-Of-Sale Advertising.” 


The Di-Noc el-lceaeee transfer is the quality sign 
of the decalcomania family. 


.. Di-Noe specializes in making the very best in signs and 
~ valances, A patented all-lacquer sign that has the highest: 
quality of lustre and brilliance built into it—a sign that 
will retain the high lustre and brilliance permanently —a | 
sign’ built so that the ease of application will greatly re- 


; duce the cost of applying it and one that will be durable 
. always and outlast other types of transfers. ' 
1 ¥ og signs are akg: pe ~ 24 Roos st dav, They may have 
“  ¥he greatest valve at the least suspe spot. y represent a 

great NRPS of your product backed by millions of dollars FOR THE PAST 16 YEARS... 
: 4, In sales and advertising. , The Di-Noc Manufacturing Company has been collabo- 
s .. Purchasing the highest grade signs also pays big dividends. Those Silas: ality wins dh Gin tenes: sais te te 
‘ \ ’ who spend most: of their time judging intangible investments ie y 3 
4 find they cannot make a mistake by purchasing the high- United States in the reproduction of their trademarks, 
‘ est in quality — especially when i working a em valances and advertising signs. Hundreds of thousands of 
. every minute of every day at the point of sale. these signs are placed annually in strategic spots where- 


Ned The Di-Noc all-lacquer sign, patented, is such 
Se a quality, and will meet your require- 
ments exactly. 


ever signs can be displayed to serve as a constant reminder 
of manufacturers’ products at the point of purchase. 


THE DI-NOC MANUFACTURING COMPANY: CLEVELAND, OHIO 


_-DI-NOC-HAS CHOSEN THESE REPRESENTATIVES AS THOROUGHLY QUALIFIED _ 
DVERTIS a 


f ; x: 
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‘TO ADVISE WITH YOU CON YOUR POINT OF. SALE | 
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Responsibilities 


The address of Donald D. Davis, 


president of General Mills, in Chi- | 


cago recently attracted widespread 
attention because of his emphasis 


on the necessity for substituting 
facts for opinions in advertising 
procedures. The elimination of 


broad generalizations from adver- 
tising discussions and the use 
plain, unvarnished facts regarding 
products and copy were properly 
stressed by the head of a company 
whose advertising is regarded as 
unusually successful, in the light of 
sales and financial results. 

There were some portions of Mr. 
Davis’ address, however, which we 
believe need further discussion and 
clarification. For example, he re- 
ferred to the fact that truth in ad- 
vertising is demanded by business 
management, just as by consumers, 


because untruthful advertising in 
the long run is unprofitable. He 
appealed to advertising men _ to 


eliminate advertising which is ex- 
aggerated or untruthful, thus meet- 
ing the demands both of manage- 
ment and consumers. 

There seems to be an inherent 
fallacy in this statement, because 
it assumes that professional adver- 


tising men establish the basic pol- | 


icies which are carried out in the 
preparation of advertising cam- 
paigns, and that they are therefore 
responsible for these policies as well 
as their execution. If this 


is so, 


. 
Buying Power 
The extent to which economic 
recovery in the United States has 
progressed can best be illustrated 
by comparisons with 1929, which 


of | 


of Management 


| and we do not believe that it is, 
then management has resigned one 
of its most important functions. 
Management must accept its pri- 
mary responsibility for policy mak- | 
ing, with reference to advertising as 
well as to other functions of busi- 


dvertising Age 
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: HITHERTO UNUSED MEDIUM 
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—The New Yorker 
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Crematory Copy 

We hope you can read the copy 
in this advertisement for Valhalla 
Chapel of Memories, a crematorium 
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ness. Advertising executives are 
responsible only for their execution. 

Any business head who doesn’t | 

like his own advertising or that of | 
others should not blame advertis- | 
ing men. If advertising is at fault, | 
then business management is at 
| fault, because management is at all | 
'times in control of and responsible | 
for the policies which it reflects. | 
There may be individual situations | 
for which poor execution rather | 
than incorrect policy is to blame, | 
| but no advertising campaign which 
| is objectionable can be laid at any 
door except that of the responsible 
management of the company. 

We believe that advertising men | 
‘are capable of producing just as 
| good advertising as business wants. | 
|We also believe that most enligh- | 
|tened executives, like Mr. Davis, 
| are strongly in favor of sound, hon- | 


est advertising, which properly re- | Snappy Salesmanship 


flects the quality of the products 
and the policies of the company. 
But if these executives believe that | 
their advertising does not always | 
live up to this conception of its 
| character, the remedy is in their | 
'own hands. 


at 1929 Levels | 


in 1933 it dropped to 
| than 47 billions. Even in that year, | 
however, with income down to 57.3 
cent of 1929, actual buying 


i while less 


| per 


| we’re not completely sold on the 


marked a peak in national income | power, as the result of declines in| 
i 


ind in many other basic business 
indicator: While national income 
is not yet back to 1929 levels, the 
current income, translated into buy- 
ing power in terms of today’s com- 
modity prices, shows that consum- 
ers have purchasing capacity equal 
tc that of our best year. 

While it is obviously true that 
population increases mean that per 
capita buying power cannot be re- 
stored to a 


satisfactory basis in 
comparison with 1929 without an 
increase in total income propor- 


tionate 
tion, the economic position of the 
nation as a whole is still reflected 
most favorably in the comparisons 
both with the peak year of 1929 and 
the depression year of 1933. 

As the Brookmire Corporation 


commodity prices, was reduced only 
| to 76.5 per cent of the 1929 peak. 
Recovery was achieved in 1937, 
| when with national income up to| 
_72 billions, buying power compared 
| with 1929 reached 100.3 per cent. 

| The decline in income and pur- 
| chasing power in 1938 reduced this 


figure to 94 per cent, but gains this | 


|year have again restored the coun- 
| try to a basis comparable with 1929. 
|The estimated national income for 
| this year is almost 70 billions, and 
jin terms of commodities buying 


Thug regardless 
| factors which may increase or de- 


crease our business activity, we are| Miles to Portland and back. 


now moving along at levels which 
supply ample opportunity for suc- 
| cessful marketing and advertising, 


points out, national income for 1929| based on a restoration of normal 


aggregated nearly 82 billion dollars, 


consumer buying power 


HAPFEFL OF MEMORIES 


VALHAI A ( 


FL EEL LEE 
in St. Louis, which ran in the local 
press the other day, and which 
Scout C. J. Foley sent on to us. 
Being strongly prejudiced in favor 
of cremation ourselves, we welcome 
advertising of this kind, although 


copy. It aims high, but stumbles 
a little on the way. Which is per- 
haps to be expected in copy of this 
type. 


Advertising’s greatest salesman, 
if one can credit the editor of ‘“‘Post- 
Scripts,” a feature of the Financial 
Post, Toronto, is A. Leslie Wain- 
wright of that paper’s staff. Ac- 
cording to “Post-Scripts,”’ he main- 
tains his reputation as follows: 

“It was about 10 a. m. on Satur- 
day morning. Advertising salesman 
A. Leslie Wainwright of The Finan- 
cial Post heard drums and music on 
the streets. He investigated and saw 
a parade whose chief point of in- 
terest was a donkey with the 
strange device ‘We Lost’ hanging in 
big letters from each side. Mr. 
Wainwright looked again. He 
quickly twigged the fact that one 
of his important ‘prospects,’ the 
Iron Fireman Mfg. Company, was | 
up to something new in the way of 
sales promotion. He stepped out to | 
see. 

of , * 


“All at once he realized that 
alongside the donkey was walking | 
the one official of the company he 
had tried long and hard to see—no 
less a person than E. C. Sammons, | 


|of Portland, Oregon, vice-president | 


to the increase in popula- | power is now 100.2 per cent of 1929. | arithmetic. 
of extraneous | tried to see Mr 


of the parent company. 
wright did some quick mental 
Last time The Post had 
Sammons a repre- 
ridden over 


sentative had 


But 


|}now, here was the prospect just a 


few yards away. 


| tops, 


| gives his readers a 


Mr. Wain- | 


3,000 | 


himself into the parade under guise | 


| 

| 

| 

“Boldly Mr. Wainwright pushed | 
| 


lof giving the donkey something to 
eat. He accosted Mr. Sammons. in- 


troduced himself and started his 
sales talk about the merits of The 
Post. Mr. Sammons agreed. They 
had a fine chat. 

“Mr. Wainwright wanted to leave 
a copy of The Post with Mr. Sam- 
mons but there were no pockets in 
the natty plaid shorts which Mr. 
Sammons was forced to wear in 
order to pay his lost wager. Mr. 


| Sammons still wanted The Post, so 
|he insisted it be put in the truck 
|and that he would look at it after 
'the parade. 


% 


“Why was Mr. Sammons walk- 
ing Toronto’s streets with shorts 
and a donkey? 

“Apparently he had bet his To- 
ronto sales force they couldn’t sell 
100 new Iron Firemen —and they 
did. He was merely paying his bet 
over a five-mile course along some 
of Toronto’s busy streets. 

“And by the way, our Mr. Wain- 
wright has something of a reputa- 
tion for not letting sales grass grow 
under his feet. Not long ago he 
signed an important contract with a 
prominent mining magnate just as 
the latter was stepping out of his 
bath. Mr. Wainwright handed his 
prospect a towel to dry himself; 
then a fountain pen to sign on the 
dotted line.” 


Boxtops Available 


You can tell us how naive we 
are if you want to, but we must 
confess to a “this is going too far” 
feeling on reading the small adver- 
tisement of C. N. Eggleston on Page 
16 of this month’s Contest World- 
News. Without preamble, and as 
though it were the most usual thing 
in the world (which it probably is) 
Mr. Eggleston urges readers to “buy 
your boxtops.” “Commodity 
prices,” he says, “are going sky- 
high. Yet our price of required 
labels and entry blanks re- 
main at the same low prices. Send 
stamped return envelope for com- 


plete price list including prices of | 
| Pard, Crisco and Camay wrappers.” 


We are doing so, and hope to re- 
port further details shortly. 


Wings Lacking 

H. H. Rosenberg, editor and pub- 
lisher of Building Supply News, 
new slant on 
salesmanship in the current issue 
of his paper. Pointing to the ap- 
parent lack of plans for home de- 
fense in England, he ventures the 
guess that “if the late Charley 
Schwab had been an airplane sales- 
man, things would be a lot differ- 
ent in England today. Salesman- 
ship would have proved once more 
the great benefits it can bring. 

“So take a leaf from this story 
of failure and don’t be afraid at 
this time to do some one a favor 


by pointing out forcibly the neces- | 


sity of building a home or mod- 
ernizing his present one. . . We all 
know that the medicine or spinach 
that was good for us had to be 


|} poured down our gullets.” 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1566. Go to School to Increase 
Your Food Sales. 


Statistics obtained through ques- 
tionnaires sent to subscribers are 
tabulated in this analysis of the 
school lunch market, issued by The 
Instructor. The study shows, for 
instance, that 10 million meals are 
served daily in school cafeterias, 
at a yearly cost of $260,000,000. 
Comments from teachers indicate a 
cooperative attitude toward provi- 
sion of hot, nourishing food at the 
noon hour. 


No. 1567. A Survey of Air Condi- 
tioning and Oil Burner Dealers. 


This study, issued by Air Condi- 
tioning & Oil Heat, deals with the 
operation and purchase of trucks 
and the manner in which oil is 
handled by air conditioning and oil 
burner dealers. It shows the num- 
ber of dealers operating trucks, the 
types and capacities of trucks, as 
well as_ preference for various 
makes, and purchases in prospect. 


No. 1568. This National Market is 
a Year ’Round World’s Fair. 
The Florida Select List has 
issued this survey of gasoline con- 
sumption in Florida in 1938. Con- 
sumption is tabulated by counties, 
and by months, and sales of leading 
brands are shown. A _ newspaper 
readership chart is included. 


No. 1569. With the First 
at Home. 

This circulation study, issued by 
The National Geographic Magazine, 
tabulates net paid circulation by 
states (broken down by retail shop- 
ping areas and cities), and by 
A. B. C. merchandising divisions 
Occupations of heads of Geographic 
families are listed. 


Million 


No. 1563. Meat Packing—An In- 
dustry in Itself. 

The meat packing industry is 
shown as a constant market for all 
| types of equipment and supplies in 
/this new brochure issued by The 
National Provisioner. In addition 
to market statistics, the brochure 
provides details on the publication’s 
editorial coverage of the field, 
reader interest, circulation and so 
on. 


No. 1564. A Big City Market. 
In this new market study the 
| Lexington Herald-Leader lists ten 
points explaining why Lexington, 
| Ky., though listed as a small city 
| in population, is a big city market 
|Each point is covered in detail in 
the course of the study, with facts 
| about the population of the Lexing- 
' ton area, retail buying, and agricul- 
tural and industrial activities. 


| No. 1565. WSYR Personalities. 
A trip behind the scenes is 
_offered in this booklet issued by 


| WSYR, Syracuse, N. Y. Photo- 
'graphs of the studios, executives, 
artists and actual broadcast scenes 
bring out these personalities and 
activities in an interesting way. 


No. 1539. 
Grow. 


Its circulation growth, attributed 
to concentration in the school field, 
is the story told by Young America 
in this new booklet. The publica- 
tion’s blend of education and enter- 
tainment is described, with facts 0? 
how circulation is procured and 
| where it is concentrated. 


Watch Young America 


| 
No. 1540. Every Reader a Customer. 


In this brochure The Family 

| Circle offers a concise but thorough 
|summary of facts on its distribution, 
merchandising services, copy test- 
ing facilities and evidences of reader 
interest. 
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* SELLING 
SUCCESS 


If a sales executive could have one slice—only one 
—out of Texas, the Dallas market would be his 
choice. 


Here is the best-populated section of the Greatest 
State. Here is where wealth and income are con- 
centrated. Here are the best farms, the most auto- 
mobiles and highways, the highest retail sales 
volume. Month in and month out, year after year, 
this is not only Texas’ Major Market but one of 
the best all-round markets in America.* 


For advertisers this fact takes on added significance because 


this is the field of The Dallas News. 


They know The News covers its market. They know it enjoys 
a prestige unsurpassed in America. 


They know this famous newspaper will put their goods over 
in this market—and will make a smashing good job of it. 


*National Market surveys 
usually accord the Dallas 
market a place among 
the top half dozen in the 
country, in buying power 
per family. 
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THe Dacttas Morninc News 


Texas Major Market Newspaper 


Associates: The Semi-Weekly Farm News; The Texas Almanac and State Industrial Guide; 
Radio Station W F A A (500 Watts) 
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ade 14 ADVERTISING AGE November 27, 1939 § Nov 
— . 66,072,721 published in the corre- JANUARY-OCTOBER LINAGE TOTAL SHOWS GAIN 
5 ae October Linage sponding month of 1938. The retail 
¢ | increase thus far is 2.1 per cent. 
i: e apnoea Beg ponianay RETAIL 2.) 
5 made a relatively better showing In | 
3 in Newspapers October than the remainder of the| GENERAL +0.0 
| retail field. It amounted to 29,694,- 20.5 
| 356 lines, a gain of 6.2 per cent over AUTOMOTIVE 
oves p arp y | the 27,956,380 published in October,| —F ywanctat 7.1 
1938. The increase is particularly 2.6 
noteworthy in view of the loss TOTAL DISPLAY . 
Automotive Advertising registered in September. For the} & ,ccieyep -1.0 
° | ten months of the year, depart- | 
Sets the Pace for Gain, ment store linage shows a gain of TOTAL ADVERTISING 1.9 
| 1.9 per cent. , 
Survey Shows A loss of 0.1 per cent was sus- | DEPARTIAENT STORES 2.1 
tained by classified advertising in | 
New York, Nov. 22.—A sharp | October. The decline, however, was | a 20 - — -10- a 8) 10 i 20 30 40 
——— ~08g ot a eg oo en ae le Media Records’ report on 10-month linage totals shows a gain for all divisions except classified, and a 1.9 per cent gain for 
ges — by a = eo Ss all advertising. Automotive linage ranked first in percentages, with an increase of 20.5 per cent. October linage gained 
nec., for October in e cities | 5.3 per cent. 
covered by its monthly analyses. Nude Aids L’ Orle | a —— = 
While automotive advertising was 


the pacemaker, all classifications 


except classified registered gains to|# 


give newspapers an increase of 5.3 
per cent in total advertising. The 
gain for the first ten months of 
the year is 1.9 per 
again being the only division which 


cent, classified | 


in Exposition of 
Facts of Life’ 


(Picture on Page 29) 
New York, Nov. 22.— Employing 
a picture of a nude and the head- 


Tampax - Adds N ew 


Product, Steps 
Up Budget 40% 


Careers of Young, 


Swope Marked 6-E's 


lin the G-E setup prior to the ar. 
rival of the new administration, bu: 
it soon became a vitally importan: 
factor. New products were pro. 
duced through research and mar. 
keted to a vast consumer group 


N York, Mov. 22.—A 0 per whereas G-E had previously con- 
aa a a | line “The facts of life that should ew 10 = Ir fined itself to the capital good 
failed to score an advance. cneenng| not be ignored” as attention-get- | cent increase in appropriation oa erc an isin ise field. 

Automotive linage in newspapers ters, Parfum L’Orle, Inc., this week | the introduction of a new product 


in October was the heaviest for any 
month of 1939, amounting to 6,435,- 
540 and being exceeded only by one 
month in 1938. The current figure 
compares with 4,932,448 for Octo- 


used page space in two magazines 
to promote Parfum L’Odorante as 
“the original perfume that deodor- 
izes.” 


Insertions in Esquire 


and Life | 


known as Super Tampax will mark 
the 1940 campaign of Tampax, Inc., 
Ellery Mann, president and adver- 
tising manager, revealed today. 
The additional money, Mr. Mann 


Consumers Sales Be- 
came Important Factor 


The retirement of both Mr. Swope 
and Mr. Young has been expected 
for over a year, in line with a com- 
pany policy whereby important ex- 
ecutives consider retirement wher 


v2 : an a ae | bee i they reach the age of 65. Mr. Swope 
Sok. War the tres ton modi, tee | STC & Wide Coristy of scnnts| onid, will be used tor mate Bequent awry Mee TS Veers = Sa te et cont moo and Mr 
sath in 205 mn pontho , ‘for both men and women. Copy aa monn ae pr ll a Pe ee ee Young recently celebrated his 65t! 
mi : General advertising, however | suggested L’Orie as “a dally must | as be t 40 bli ti "| is a a . : celire- | birthday. 
nies eas str sieiien oe Me | the year around with every modern | Pears in abou publications. ment announcement of Gerard Swope Successors for both men have 
— Ps ro yes . ar it a +3 ee woman,” and as “a completely mas- | number of magazines hitherto mis- | as president and Owen D. Young aS | during the past year, taken over a 
Uctober newspaper situation, mMak~ |  jine deodorizing freshener.” ey from the list will be added. chairman of the board of General! considerable share of the work 
ing more than a seasonal gain of | 


The L’Orle story was told with 


The new product will share space 


Electric Company, to become ef- 


1,413,758 lines, or 7.7 per cent. The ith the company’s standard item.) fective at th d of rear, thi — aan Seek nentees oy Gt 

| the aid of a series of pictures, rank- | “! 1e I ea e end of the year, this | superiors. Charles E. Wilson, nov 
total for the month was 19,824,365 , Super Tampax is said to be 50 per week focused attention upon the re ‘de 1, 
ilies . ny | ing from the nude to a football — ; on 'executive vice-president, will suc- 
lines. During most of the year, game. The perfume is recéfn-|cent more absorbent and will be 18-year period of their administra- | ¢eeq Mr. Swope as president, and 
general advertising tended to ad-| mended as “insurance to romantic | Promoted to women who have been | tion and the dev elopment of an im- | Phillip D. Reed, now assistant t 
here closely to the 1938 pattern, | moments,” for “business assurity as| in the habit of using Tampax only portant new industry during that | ‘the president, will succeed Mi 
and losses were registered during ape fs a ee : 


the first quarter. The greatly im- 
proved showing in October brings 
linage for the first ten months to 
the exact figure of 1938. 


Financial Still Up 


After making consistent gains for 
most of the year, financial linage 


well as social security,” and as “a 
4 star favorite with Hollywood's im- 
portant people.” 

Since the deodorizing nature of 
the product is expected to limit 
sales during the gift season, the full 
L’Orle campaign will be withheld 
until after the new year. It is ex- 
pected that a long list of women’s 


on certain days as well as those 
| whose physiological characteristics 
| have hitherto called for a different 
type of sanitary pad. Copy will 
continue to emphasize that the item 
is safe, hygienic, comfortable and 
easy to use. 
the agency. 


period. 

Both Mr. Swope and Mr. Young | 
assumed the positions which they | 
will soon relinquish in 1922. At| 
that time the electric appliance in- | 


| dustry was not clearly defined and | 
McCann - Erickson is | 


General Electric’s only excursion 
into the manufacture and sale of 
consumer goods was its activities in 


| Young as chairman. 

The background of the new 
chiefs indicates that they will con- 
tinue the progressive policies insti- 
|tuted by their predecessors. M: 
Wilson has been in the electric busi- 
ness since he began as an office boy 
at the age of 13. He is regarded as 
la merchandising man, and was on¢ 


| 


tended to level off in October, with magazines will be used in 19402! Pj | the electric fan field. of the original members of G-E’ 
1,767,134, a gain of 2.0 per cent William Rankin Company is the Fitch Named . | Although Mr. Swope rose through | newly formed appliance sales com- 
over the 1,731,636 carried a year agency. Herbert G. Fitch, formerly an/the ranks as an engineer, and Mr.| mittee. He has been a vice- -presi- 
ago. The ten-month figure, how- | account executive with H. A. Marsh | Young as a lawyer, both have dem- dent since 1930. 

ever, represents an increase of 7.1 Advertising Agency, New York,| onstrated a 


per cent over 1938. 

Retail advertising also reflected 
the general upward trend of Octo- 
ber, accounting for 69,192,493 lines, 


or a gain of 4.7 per cent over the 


To “Gallup Independent” 

Harvey Whitehill, formerly with 
the New Mexico Sentinel 
Fe Examiner, has been appointed 
advertising manager of the Gallup | 
Independent. 


Let us show you some actual “Tear- 
Sheets’ of reproductions from fine engrav- 


ings used in newspaper advertisements 
produced by FAITHORN through our 


NEW etching process. . 


and Santa | 


has been named advertising man- 
ager of Phillips-Jones Corporation, 
New York, maker of Van Heusen 
shirts. Mr. Fitch succeeds Fred- 
erick Isaac, who resigned 
| time ago. 


. You cannot 


afford to ignore this latest and modern 


way to improve the QUALITY of your 
plates. We insist that to sacrifice QUALITY 
for a cheap price is FALSE economy. 


‘TAITHORE CORE 


At the same time, we always endeavor 

to produce QUALITY — at the most 
reasonable cost. This is what we term 
TRUE economy. Let's get together now. 
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some | 


merchandising sense 
which has resulted in an almost | 
complete transformation of the G-E 
business. Instead of merely expand- 
ing its scope as industrial giant, the 
company’s name has also become a 
byword among consumers. 


Company Started in 1893 
To understand the great changes 


, made by General Electric under the 


| twin guidance of 


Mr. Swope and 
Mr. Young, it is necessary to turn | 
back the pages to the company’s 
formation. Charles A. Coffin was 
the founder in 1893 and became its 
first president. He was an industrial- | 


ist of the old school, a hard-headed | 


financier who ¢: , oo : 
arranged the mergers | large expedition of white men t 


which made General Electric pos- 
sible. 

Although an able organizer and 
well-schooled in the rough-and- 
tumble business tactics of his time, 


Mr. Coffin knew little about electric- | 


ity, nor did he evince much interest 
in the social aspects of business 
which have become so important to 
today’s industrial leaders. 

Mr. Coffin remained as G-E pilot 
until the advent of Messrs. Swope 


/and Young in 1922. They instituted 
new policies to meet new govern- | 


mental and social problems. 
with other major 


Along 
industrial con- 


| cerns, General Electric became pub- 
tlic relations minded. 


Merchandising had a small place 


| Mr. Reed, like his predecesso: 

| was trained as a lawyer. Now only 
40 years old, he joined the G-E law 
department in 1928. He became as 

| sistant to the president two year 
ago. He is a director in a numbe! 

| of the affiliated companies. 


Nine-Year Record for 
_“Phoenix Republic” 


| The Romantic Progressive Ar'- 
zona special edition of the Phoeniz 
Republic and Gazette, published 
Nov. 18-19, carried 200,000 lines o! 
advertising, a nine-year record. 

| The theme of this year’s edition 
is the Coronado Cuarto Centennia! 
of 1940, the anniversary of the firs! 


explore the Southwest. 


Boyle Buys Black Flag 


A. S. Boyle Company, Jerse) 
City, has purchased Black Flag 
Company, Baltimore, manufacture! 
of Black Flag insecticides for 4 
years. Boyle will sell the liquic 
and powder along with its othe 
products, among which are Olé 
English floor wax and 3-in-1 oil. 


Leaves “Parents’ ” 


| Jerome B. Harrison has resigne? 
as advertising manager of the Ne‘ 
York edition of Parents’ Magaziné 
ito join the Columbia Broadcastinf 
System as a member of the sales 
staff of Station WABC, New York 


—————— 
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when you're in PRACTICAL 


BUILDER 


7 ... and “clocking” 
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HE CALF IS FAT, Mr. Advertiser. And you needn’t 
tell us about the hard life you’ve been leading. 
We’ve missed you, too. 


We know how you felt when your radio shows 
slipped from fifteenth place to twenty-seventh. 


We bled with you when your big newspaper-cam- 
paign fund ran out. We shared in your struggles for 
attention against bottled goods on the billboards and 
even noted your momentary movie mania. They all 
looked good and, after all, our way of getting big 
things done probably seemed a little quiet to you. 


But son, we are durable. Good women still run 


Good 


All is forgiven... 


Housekeeping 


There’s MEAT in this: Twelve full pages—a whole year’s VISIT with 
a Good Housekeeping family cost you 3.6¢. You can be there all 
year in full color for only 4.9¢! 


good homes. They do other things, too, but until we 
get the Russian system of herding children over here, 
we're all pretty likely to go along depending on the 
serious decisions of the wives and mothers for most 
of the patronage. -_-— = 


So if you’re tired of cornhusks, come in and have some 
roast veal. Something over two million good house- 
keepers would be glad to see you—glad to have you 
in the family. You'll find them waiting right where 
you left them when the great big world beckoned you 
into places a prodigal would naturally expect to find 
roses without thorns. 
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WOMEN’S CLOTHING—64% Every day Chicago's 


largest constant audience of women scans the Tribune for “buys” in 


wearing apparel. Result: department stores and specialty shops dur- 


ing the first nine months of 1939 allotted to the Tribune 64% of their 
newspaper budget for women's wear advertising. 


Contact with Chicago's largest constant audience of wom 
every day of the week has built for the Tribune a reader inte 
est and relationship which builds greater response for atl a 
tisers. That is why drug stores and the drug and toilet gow. 
departments of department stores placed in the Tribune Sif: 


of their newspaper advertising expenditur 


wan 
It 
Blead 
aTOu 
4 HEN IN THE MARKET for toilet goods and beauty preparat 
. women depend chiefly upon one important guide . . . their sf Gen 
n sell . paper. No other advertising medium has so consistently pr | 
You ca : its ability to get quick volume buying from women, day in and day qi, 
x0 wom nN . More than any other newspaper, the Tribune gets the regular, inter Chi 
more dium : attention of Chicago women. Chicago merchants recognize this fact. 
% xhru che me : ing the first nine months of 1939 drug stores and the drug and toilet g 
: which xhey : departments of department stores spent in the Tribune 59°% of their’ 
/ from d expenditure for newspaper advertising. 
INFANTS’ WEAR—54% ciicago deporiment sores brow arg, goustome® | Chicayp depareniest stores nad specialty shops, as a gram, peal 
that the Tribune reaches Chicago's largest constant women audience. a uy: : of their entire newspaper appropriation for women-appeal advertis 
Consequently, during the first nine months of 1939, these retailers ' 0 \ this one newspaper 
awarded the Tribune 54% of the money they expended for infants’ \ < \ 
wear newspaper advertising. ‘ aoor* 


more than in all other Chicago newspapers ¢ 
The Tribune reaches Chicago's largest constant audience « 


if W 
every day of the week because the Tribune is the newspaper Chicago ¥ 
like best to read. Its spec ial women's features, its comic strips, its ec 


October average net paid total circulation 
Daily, over 1,000,000; 


Sunday, over 1,150,000 
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Chicago women take the 


(Beaty Ces 


from the Tribune ! 


me policies and news coverage have built a following that is unrivaled in 
extent and loyalty. 
nt 


Wt 


00 


This every day contact has built a reader interest which gives special 
effect to advertising in the Tribune. For information on what to buy, and 
where to buy it, women consult the Tribune every day with confidence 


and response. 


WOMEN’S SHOES 
69% 


Because the Tribune is un- 
equaled in its ability to get 
buying action from women, 
Chicago department stores 
and specialty shops spent in 
the Tribune during the first 
nine months of 1939, 60% of 
their budgets for advertising 
women's shoes in Chicago 


When you realize that every day of the week Tribune city and suburban 
circulation is equivalent to majority coverage of all metropolitan Chicago 
families... practically as many as are reached by any ¢wo other Chicago 
i) newspapers combined . . . you can understand why year after year the 

Pe [ribune produces gratifying results for retailers and manufacturers who 

want to make the most of selling opportunities in the great Chicago market. 
Lire If you have a product to sell to women in the Chicago area, follow the 
Slead of successful Chicago merchants. Build your advertising campaign 
saround the Tribune! 


rat 


ir 2°09 General advertising rates per 100,000 circulation are among the lowest 


pre in the country newspapers. 
lave 
vero Chicago retailers increase Tribune's lead over the second 
ct. Chicago newspaper 
oe. 1 LINENS, CHINA 
"Mam Retailers capitalize the ree [77777 ° ’ ’ 


tTlcng, srndey-eece pam GLASSWARE—67 7 


tof the Tribune with So convincingly has the Tribune dem- 
s largest constant 


, 120% onstrated its ability to produce 

Stiga SMclience of women by plac- crowds of buying women that Chi- 
a; the Fribune more cago department stores, during the 
cm. ‘cir expenditure for 115% first nine months of 1939, invested 


appeal advertising 
all other Chicago [--..-- 
ipers combined. First 9 Mo\938 


67 % of their newspaper advertising 
expenditures for linens, china and 
glassware in this one newspaper. 
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Sales of $250,000 


Before Ad Appeared 
To the Editor: You may be in- 
terested in the merchandising tie- | 
up recently completed by this | 
agency for its client, the Knowles 
China Company, East Liverpool, O., 
in connection with the enclosed | 
color page which ran in Life. 
Before the copy ran in the maga- 
zine, merely by showing the adver- 
tisement, orders were taken from 
leading department stores and fur- | 
niture stores throughout the United | 
States. Preliminary orders were | 
taken for approximately $250,000 | 
worth of dishes. 
The week that the advertisement | 
appeared in the magazine, full page 
copy in newspapers appeared | 
simultaneously in over two hun- | 
dred cities. Some advertisements | 
ran in one color and some in four 
colors on newsprint, some in four- 
color rotogravure. Each advertise- | 
ment appeared above the local mer- 
chant’s signature and was paid for | 
by the local merchant. 
At the same time a four-color | 
offset circular was sent out to all 
of the paid up and small balance | 
accounts on the stores’ books, so | 
that a complete tie-up was made. 
Naturally, a substantial amount of | 
window space was given to the sale, 
as well as a good display inside the 
store. The outfit was offered, as 
you will notice, on terms and a 
mail order coupon was also a part 
of the advertisement. | 
From reports that are coming in | 
the event is going over quite suc- | 
cessfully. 
LAWRENCE J. MICHELSON, 
Simons - Michelson Company, 
Detroit. 


a 


Bluing Company Ties 
Up with New Stamp 


To the Editor: If you have no- 


ticed the new commemorative 
stamp issued by Mr. Farley re- 
cently, and celebrating the 50th 


SCMANNIVERSARY OF STEWARTS GLUE 
n. DO. | 


— 
5.0. 


MONT 


1883 w/ 1939 


anniversary of the statehood of 
Washington, Montana, North Da- 
kota and South Dakota, you may 


be interested in the enclosed. 

This is a comparison which was 
only too obvious to a company 
which for 56 years has been sup- 
plying Mrs. Stewart's bluing, a 
very necessary part of every home 
laundry room. 

K. W. FAWCETT, 

Luther Ford & Co., Minne- 

apolis. 

| Editor's Note: Mr. Fawcett adds 
another promotion stunt of his own 


announcing that his letter is signed 
with Mrs. Stewart's bluing. | 


~ FV 


Layouts Serve Agency 
As Mailing Pieces 

To the Editor: The enclosed 
mailing pieces should interest your 


’ 


rough-layout ability of our art di- 


rector, Sture Nelson 
His layouts, with proof of type 
pasted in, have been shot and re- 


produced by photo-offset on these 
large tissues, simulating the roughs 
our prospects can expect to receive 


isp from us when and if they accept 
— our services. 
NELSON B. WINKLES, 
Wm. B. Remington, Inc., 


Springfield, Mass 


Voice of the 


This department is a reader’s forum. 


COPY PULLS B 


Ax thie i 
SALF of tek 


cue 


THE 47-PIECE SET OF DINNERWARE 
A wares oe nsoet and band of deme by + 


ser sousteaie ids covered veges bow 
THE 24-PIECE SET OF STEMWARE Heanty ware | 
ich abemsy covet a Ogeaion Ochoten ond 8 


THE 34.PIECE SET OF SILVERWARE 
‘ mde yo td 5 on ged meabers of sbverolan 


$8. 9 semsp=com 
ess 


Merely by showing this advertisement 


ment and furniture store 


Says Housing Drive by the Pierce Foundation. But the 
Still in the Future | most recent Pierce Foundation 
home is of plywood. Possibility is 

To the Editor: The opening para- | that the heading up of the special 
graphs of your Washington story | housing committee of the Division 
on Page 16 of the Noy. 20 issue | of Industrial Economics in the De- 
seem to us to give an erroneous | partment of Commerce by R. L. 
impression of low-cost housing | Davison, is at the root of this con- | 


| merce 
| wholesale 
|less homes. 


with a “Believe it or not” postscript | 


readers because they constitute a 
rather unusual advertising treat- | 
ment. Seeking to promote the in- 
terests of this agency, they also 
show an actual sample of the 


plans in the Department of Com- 
and the proximity of 
building of $2,500 


a 


After careful checking in Wash- 
ington, we issued a_ bulletin § to 
manufacturers in our field which 
said in substance that this program 
is as yet only a future possibility, 
and that at present not much defi- 
nite information is to be had. 

We quote some excerpts: 


“It is said that the Department's | 


will 


Letters are welcome. 


of LIFE magazine reaches you . . 
vod ever held 
coast, having waited 
thie news . 
they have ever 
cooperation with Edwin ML Kaowles China Company . 


TO BUY THIS SET « dines thy te the store te yous ot 


coupon evthe 
6 heted stave) send the ex 


OM SAlt AT THEM STORES AND GCTMERS... 
seen + Ahvoe fun Co 
ee 

+ * teee's 
ikon Beer 
wre ict Bo 


and | 


Advertiser 


EFORE IT RUNS 


A Value So Great That No One Store Could Offer It 
f 105-Piece SERVICE FOR 8 
‘ AMERICAN BEAUTYWARE 


DINNERWARE * GLASSWARE * SILVERWARE 


fee ES Fam 
: oh 


ft % 


For Unls 


- 


aa BP 


/ Shows > “Lapa wenTh 


“ 


announcing the first nation-wide 
- things begin to happen. Leading stores from coast to 
ready... poised for this moment when they might break with 
wing inte action... bringing you this value... greater hy far than any 
privileged to offer, Sponsored by your local merchant, in 
this sale of AMERICAN 


wen 


orimg> to the hemes ef America more suartness, mare beauty, nore 
quality thes ‘hes 


ever been seen at such a price 


featurrns Ameren Beauty wor 


be we 
« thas WO miles tron 
ast Liver powd 


her to the meanest bated dear ce (id vem tier me 
vepon to BPAD IN MO RNOB LES CHINACO,E Ohio 


Sema tnt * 6(Gevidiens 


EO FORE Soh Dope fe 
SOW TORT ¢ Speer ew The 
ommesnres * Here 8 Co 
PUTBEREE* wey frmre Bo 
Preuss +. Speer & Co. 


before it ran in Life, Knowles China 


Company had orders for nearly $250,000 worth of dishes from leading depart- 


s throughout the country. 


| fusion,—and of the 
| tion. 

“This much is obvious: That the 
| Department of Commerce has been 
| considering a nation-wide low-cost 
| housing plan. 
|are to be based on the results of 
'tests at the Bureau of Standards, 
| an adaptation of the Pierce Founda- 
|tion home, or a steel unit, cannot 
now be indicated.” 

HERBERT V. KAEPPEL, 
Executive Editor, Building Sup- 


some opposi- 


housing scheme be based on ply News, Chicago. 

tests of building materials which see 

have been going on for some} 

months in the Bureau of Standards. | Too Much Good Cheer 
Some confusion is introduced by Taboo in Pennsylvania 
contradictory opinions that the To the Editor: Those reeularly 
house, which the Department is | neitiiniiadl lic : ional "eu — 
said to be planning to build for “@'@5%* iquor advertisers who 


demonstration in a number of com- 
munities across the country, is to 
be of steel, and that it is to be the 


house (or a similar one) developed | 


find the going tough wherever they 
turn in their promotional efforts 
jhave just been given something 
|more to think about by the Penn- 


Whether the homes | 


“Spell of the Tropics” 

To the Editor: As one of your 
oldest subscribers in this country, 
I believe you'll be interested in the 
attached advertisement. Its un- 
usualness lies both in the theme 
and in the fact that photographs 
are not so frequently used for ad- 
vertising here as they are in the 
United States. 

The languorous stenographer is 
enjoying a bottle of Cristal beer, 
tying in with the slogan, “In any 
place, at any time.” 

Gu1po GARCIA INCLAN, 
Havana, Cuba. 
v,vyY 


Lady Hamilton 
Was Quite a Gal 


To the Editor: “Coronation,” 
“Rendezvous,” “Lady Hamilton” 
and “Forever” are suggested by 


Oneida Ltd., in The Saturday Eve- 
ning Post for Nov. 4, as names of 
bridal silverware. Irrespective of 
design, which name do you regard 
as an unhappy choice? 

Some persons more romantic than 
I, might select “Rendezvous” as 
their unhappy choice. (Rendezvous 
defined by Webster, as appointed 
place of meeting, esp. for warships 
or troops. 

However, I select “Lady Hamil- 
ton” as my unhappy choice. I am 
more realistically than romantic- 
ally inclined, sought and found a 
definite reason for my _ selection. 
(Lady Hamilton 1716-1815.) 

Lo! and Behold! I find her to 
have been “quite a lady,” she be- 
ing infamous, ardent and passionate 
in makeup. In fact she was mis- 
tress of Horatio Nelson, the famous 
English Admiral. She was a 
daughter of Henry Lyon, a man in 
very humble circumstances. Her 
career was for a long time an ob- 
scure one, and she gave birth to 
several illegitimate children, this 
is romantic if not just proper. In 
1784 she fell in with Sir William 
Hamilton, Ambassador to Naples, 


_|and he was captivated by her great 


beauty. She became his mistress, 
but he did marry her on Sept. 6, 
1791. At Naples she played a great 
| soci 
imate of Queen Maria 


Carolina. 


Nelson first met.Lady Hamilton at| Philadelphia. 


| 
| 


| 
| 


MORE THAN EVER Davidson's Spun Bread is a “buy-word” 
in the Portland retail trading area. Not content with holding its 
market with a quality loaf, Davidson's advertising counsel is 
working constantly to achieve increased sales. 


al and political role, being inti- | 


| 
| 


Portland baker 
uses KEX to build sales... 


— 


AS IT IS IN CUBA 


ee 
A CUALQUIER HORA 
EN CUALQUIER PARTE... 


CLARA, ~LIGERA SABAROEA 
Reamme — Lavinia le epiiuded memes  Rapene les emerges pardade: 


wel 

7; a8 

Naples in 1798, and from 1800 on- vay 
ward they lived together. In 180] 
Lady Hamilton gave birth to a 
child, Horatia, by Nelson. After 

Nelson’s death, her affairs became . 

involved, and in 1813 she was ar- es 

rested for debts. (Of course I don't oh 


hold this against her.) She died at ‘ 
Calais, Jan. 15, 1815. re 

I just can’t for the life of me, 
picture an advertiser knowingly 
using the name of such an off-color 
lady, to represent his “Bridal Sil- 
verware.” Can you? Today some 
would call her a brazen hussy. I am 
sure they would ostracize her from 
the “500,” and omit her name from 
the current blue book. 

Hence, the name of Lady Hamil- 
ton is hardly applicable for a very 
nice thing as bridal silverware. Al- 
though it does have a high sound- 
ing ring of artificial aristocracy. 

I am a student of advertising, 
therefore study the ads in the dif- 
ferent magazines pretty carefully 
I also am a devoted reader to you 
ADVERTISING AGE, and enjoy it, be- 
sides getting many useful ideas. 

Horace A. Moore, 

Eastern State Penitentiary, 


sylvania Liquor Control Board. 

This time it’s Dr. Walter H. 
Hitchler, chairman of the board, 
. | who has sounded a sour note amid 
an otherwise cheerful holiday sea- 
son. He has just warned the people 
of this state against sending liquor 
gifts to their friends of “known in- 
temperate habits.” 

Dr. Hitchler said the presentation 
of liquor to such persons may re- 
sult in the cheer-spreader being 
jailed over the holidays. 

The board chairman also pointed 
out that in Pennsylvania it is a mis- 
|demeanor to furnish intoxicants 
|“by sale, gift or otherwise to any 
j|persons of known _ intemperate 
habits, to a minor or to an insane 
person.” Violation may be punish- 
able by a fine and imprisonment, 
he added 

I suppose all of us in these parts 


PROMOTES SERVICE 


77? 


Ill be right in 


CJ-~- the 6 SAE 


———ee —— 


== 


— oan : will have to make up a sort of 
Wm B Remington Inc ‘aide | friendly blacklist. Otherwise both | 
LSS Se | |donors and recipients will find 


themselves in the hoosegow bright 
and early Christmas morn. 
J. F. ANDERSON, 
Harrisburg, Pa 


Wm. B. Remington, Inc., Springfield, 
Mass., agency is emphasizing the service 
features it offers clients with mailing 
pieces reproduced from rough layouts. 


Principal factor in the sales campaign is Oregonian radio 
station KEX. Over the air waves and into thousands of homes 
goes the Patty Jean program on diet and exercise and how to eat 
and grow thin on three good meals a day. Needless to say, David- 
son's Spun Bread figures prominently in all menus. 


“We are pleased with the mail we are getting from our 


Patty Jean program on KEN”, FE. F. Davidson, 


president of the bakery. 


Ssavs 


Northwest 


ene rcising ee 


‘Thousands of women in the 
Patty Jean daily... 
_ and eatina Davidson's 


ave listening to 
loxing excess pounds 


Spun Bread.” 


MORAL; Build sales and profits in the rich Oregon market with 
The Oregonian’s radio stations KEX and KGW. 


GW RADIO STATIONS OF THE KEX 


| seen earte este O REG O LS) i A N onun 
poring nny PORTLAND + OREGON a 


National Representatives—-EDWARD PETRY & CO. INC. 


New York Chicago Detroit St. Louis San Francisco Los Angeles 
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Canadian Dailies 
Issue Voluminous 


Consumer Survey 


Toronto, Ont., Nov. 21.—One of 
the most comprehensive analyses 
of consumer buying habits ever 
compiled in the Dominion appeared 
last week with release of the Cana- 
dian Consumer Survey, a project of 
the Bureau of Advertising of the 
Canadian Daily Newspapers Asso- 
ciation. 

Described as a “statistical study 
buying habits and consumption 
levels in 54 key cities of the Cana- 
dian market,” this survey is based 
on answers received to more than 
100 questions in each of 20,000 
questionnaires returned by news- 
paper readers in the cities. 

' These questionnaires, with in- 
guiries similar in character to those 
used by United States newspapers 
in conducting consumer surveys, 
were published twice between June 

} and June 17 in 72 daily news- 

papers from coast to coast. 


Inducements Offered 


Cash prizes totalling $1,000 were 
offered readers, not on the basis of 
their answers to the questions 
which are a part of the survey, but 
to another on the most interesting 
feature of the newspaper they read. 
From the total returned, the 20,000 
were selected in order to give an 
idequate cross-section of all occu- 
pational and income groups. 

The survey includes results of all 
juestions, broken down for each 
city. Thus an advertiser may de- 
termine at once just what propor- 
tion of total sales his product is 
getting in any of several cities. 

The survey has been compiled 
under direction of John MacMillan, 
research director of the Bureau of 
Advertising. Statistical experts of 
the Dominion government, headed 
oy Dr. R. H. Coats, Dominion Statis- 
tician; the Association of Canadian 
Advertisers and the Canadian Asso- 
ciation of Advertising Agencies, 

vere cooperating groups. 


Suspends Sale of 
Calvert, Carstairs Liquor 


The Michigan Liquor Control 
Commission last week imposed a 
tate-wide suspension on the sale of 
roducts of Calvert Distilling Cor- 
oration and Carstairs Brothers Dis- 
tilling Corporation, charging them 
with having violated a commission 
ule against subsidizing bartenders 
nd licensees. 

The suspension was made effec- 
uve for 60 days. Orrin A. Demass, 
ommission chairman, charged the 
‘wo companies with giving money | 
nd whisky to bartenders and 
ucensees to induce them to boost 
tne sale of their products over those 

ompetitors. 


Shoe Houses May Merge 


Ward Melville Shoe Corporation, 
New York, reported that a merger 
ith J. F. McElwain & Co. is under 
onsideration, but no decision has 
een reached. McElwain produces 
+3.000 pairs of shoes daily for Mel- 


Stock Exchange Finds 
Public Indifferent 


The average man knows practi- 

cally nothing of the economic place | 
of the New York Stock Exchange, | 
a survey preceding a proposed ad- | 
vertising campaign reveals. Five) 
thousand persons were interviewed | 
in the first sample. 
Only one-fourth of those ques- | 
tioned believe the Exchange serves | 
a useful purpose. Slightly less than | 
10 per cent expressed the belief that | 
abolition of stock trading would be 
helpful to the country, and the re- 
mainder had no opinion. 


Ketterlinus Adds Little 


Vaughan Little has joined the 
New York sales office of Ketter- 
linus Lithographic Mfg. Company. | 


) 
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Pooh-Poohs Idea 
That Men Like S. A. 


in Advertising 


New York, Nov. 21.—Regardless 
of the general impression to the 
contrary, men are seldom interested 
in copy featuring women and vice 
versa, Mark Wiseman, director of 
the Laboratory for Advertising 
Analysis, declared last week before 
the advertising and selling course 
of the Advertising Club of New 
York. 

Mr. Wiseman’s declaration was 
offered as one of the findings devel- 


|oped by recent scientific research 


into readership habits. Other find- 


LOCATIONS 


‘lere’s the only steategy we use 
"e make it easy for you to get 
potostats of Atlas quality just as 
lweckly as ordinary ones. That 


iw uties 


all, no pet animosities. 


locating branch studios 
‘erever they'll serve most users. 
Sut there’s only one central num- 


ber to call—Whitehall 7575. 
ATLAS Photo-STATS 


they agree editorially 
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ings reported were that as product 
identification by readers increases 
text reading tends to diminish; that 
one large picture and several small 
ones usually stimulate more interest 
than a group of small pictures of 
about the same size; and that adver- 
tising which apes a competitor leads 
to confusion in the consumer’s mind 
and performs an excellent job for 
the competitor. 


Application Important 


The application of results from a 
readership test to a product in a 
different field was characterized as 
hazardous by Mr. Wiseman. He 
also observed that advertisers who 
imitate layouts used by Campbell’s 
soup and Coca-Cola in an attempt 
to achieve equally high observation 


and identification fail to consider 
that the preferred positions used by 
these well-known advertisers con- 
tribute to their high ratings. 

Mr. Wiseman asserted that al- 
though scientific copy analysis can 
not guarantee sales, improvements 
made in copy as the result of test- 
ing before or after publication can 
increase the readability of an ad- 
vertisement as much as “several 
hundred per cent.” 


Clark in Chicago 

T. F. Clark, Jr., has assumed 
charge of the Chicago office of the 
Thomas F. Clark Company, news- 
paper representative. Mr. Clark 
opened the Chicago office in 1925 
and spent a year there, but has 
since been in the New York office. 


ae 


N o pets allowed. That’s the editorial 
policy of the Chicago TIMES. 


And above 
Principles and Policy, 


yes—clearly stated and argued in the editorial 
columns, but no “flavoring” of the news. 


Chicago newspaper readers, whether or not 


with The TIMES, are 


aware of its fairness and impartiality in news 


presentation. 


policy. 


Its influence has been built on 
the confidence and respect engendered by this 


That’s why an ad in The TIMES carries 
the extra influence to its more than 365,000 


readers that results in greater sales. 


It is why 


an ad in The TIMES is like a suggestion from 


a trusted friend. 


The power of reader belief in The TIMES 


can be added to your 


advertising campaign 


at the lowest cost per thousand readers of any 


evening newspaper in the United States. 


THE ‘TIMES 


CHICAGO'S 


URE NEWSPAPER 


NATIONAL REPRESENTATIVES 
SAWYER -FERGUSON-WALKER CO. 


NEW YORK 


DETROIT 
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Commission Draws 
Fine Distinction 
in Marlin Order 


Washington, D. C., Nov. 22.—A 
company which has a product made 
by others to fit its specifications 
may not represent, either directly or 
indirectly, that it is the manufac- 
turer, the Federal Trade Commis- 
sion held this week in issuing a 
cease and desist order against Mar- 
lin Firearms Company, 
Haven. 

The Commission based its order 
on advertisements in newspapers 
and other periodicals in which the 
company said, “It is not hard to 
understand why Marlin is one of 
the finest blades in the world. They 
are made with the same care that 
has made Marlin guns tops in qual- 
ity for 67 years.” Another adver- 
tised statement was, “Marlin, 
world-famous firearms manufac- 
turer, has found a way to produce 
a truly fine razor blade.” 

“In truth,” the Commission said, 
“the respondent corporation does 
not make or manufacture the blades 
sold by it under its trade name and 
represented as Marlin blades, 
which are manufactured by another 
company not owned or controlled 
by the respondent.” 


How Public Reasons 


The FTC indulged in a discussion 
of consumer preference as part of 
its findings. 

“A substantial part of the pur- 
chasing and consuming public and 
dealers,” it said, “prefer to deal di- 
rect with the manufacturer in the 
belief that lower prices, elimination 
of middlemen’s profits, superior 
products and other advantages can 
be obtained. Furthermore, the name 
Marlin has long been associated 
with the manufacture of high-grade 
firearms, and there would be a 
preference on the part of a sub- 
stantial portion of the purchasing 
public for razor blades manufac- 


of New} 


NO NAZIS HERE 


Announcement 


SCHERING 


CORPORATION OF BLOOMFIELD N J 


NON SECTARIAN ANTINAZI LEAGUE 


emer ame Ragheb 


-_ 


Schering Corporation, Bloomfield, N. J., 

used this copy in drug papers disclaim- 

ing any connection with persons or 

things German. The action was inter- 

preted as a rebuttal to any allegation 

that the company might be German- 
owned or controlled. 


tured by the Marlin Firearms Com- 
pany in the belief that the company, 
by reason of its reputation, is better 
equipped to manufacture a high- 
grade product.” 

The FTC ordered the company to 
cease from representing that it is 
the manufacturer of the _ razor 


| blades which it sells, unless and un- 


til it owns and operates, or directly 
and absolutely controls the factory 
in which the blades are manufac- 
tured. 


Restaurant Sales Up 

Sales of 276 restaurants which 
reported to the monthly survey of 
the National Restaurant Associa- 
tion showed a 4 per cent increase 
for October over the same month in 
1938. 


Rickert Joins “News” 


A. P. Rickert, formerly with the 
Indianapolis Star, has joined the 
national advertising department of 
the Indianapolis News. 


“A buying habit of more than 
fifty years standing is not a ‘straw’ 
that shows the way the wind blows— 
it's a whole hay-stack!” 


Year after year for over a_ half-century, 


Toronto people 


have chosen the classified 


columns of The Evening Telegram for their 


own advertising. 


They have done so because 


they have got better results than from any 


other newspaper. 


So much so is this the case, 


that this great paper carries more “want ads” 


than any othcr paper in Canada. 


To any 


space-buyer this is more conclusive evidence 


Drug Advertiser 
Acts to Disclaim 
Foreign Control 


Bloomfield, N. J., Nov. 22.—Seek- 
ing to avoid discrimination engen- 
dered by partisan feelings aroused 
by the European war, Schering 
Corporation this week employed an 
insertion in the drug press to dis- 
claim any connection with persons 
or things German. 

Schering, manufacturer of Sa- 
raka laxative and a line of pharma- 
ceutical products, pointed out in 
copy that it is “an American com- 
pany, incorporated in the state of 
New Jersey,” and declared that 
“there is no direct or indirect Ger- 
man capital or stockholder in the 
business. No materials of German 
origin are imported for use in any 
of Schering’s products.” 

The insertion was also notable 
because it bore the endorsement of 
the Non-Sectarian Anti-Nazi 
League to Champion Human Rights, 
Inc. The Anti-Nazi League as- 
serted: “We have _ investigated 
Schering Corporation and to the 
best of our knowledge the above 
statements are correct.” 

Schering’s action in publishing 
the disclaimer was interpreted as a 
defensive move. Several leading 
drug firms are said to be controlled 
by German interests and find them- 
selves on the “blacklist” of the 
Anti-Nazi League. 

A spokesman for the League 
branded as untrue the common be- 
lief that the British blockade of 
German shipping has placed an 
automatic boycott upon the import- 
ing of German goods in this coun- 
try. He declared that shipments of 
German products are entering our 
ports via boats of neutral nations, 
notably Holland. 


Fruehauft Turns 
ICC Order Into 
Promotion Vehicle 


Detroit, Nov. 21.—The Interstate 
Commerce Commission’s order re- 
quiring truck and trailer operators 
engaged in interstate operations to 
provide drivers with log books for 
detailed records has provided Frue- 
hauf Trailer Company with an op- 
portunity to build good will while 
indulging in effective sales promo- 
tion. ' 

Weldon D. Wise, advertising man- 
ager, saw in the log books a me- 
dium through which his company 
could reach a desirable audience. 
Carrying an advertising message, 
the logs would, he felt, promote 
Fruehauf lines, enable representa- 
tives to contact prospects more 
easily and render a valuable serv- 
ice to operators. 


Logs Sold at Cost 


Mr. Wise discovered that truck- 
ing companies were paying from six 
and a half to 30 cents for the log 
books they were buying from vari- 
ous suppliers. He also found that 
100,000 lots could be bought for five 
cents. He purchased 100,000 as an 
experiment, printed the company 
message on the back cover and o 
the back of each page of the orig- 
inal forms in the books, and offered 
them to operators at 5 cents each. 
Response was so enthusiastic that 
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SEEDLESS CALIFORNIA NAVEL ORANGES 


An educational theme marks the California Fruit Growers Exchange drive for 
Sunkist navel oranges, with copy scheduled for magazines, radio, outdoor and 
business papers. 


Educational Theme Agency Appointed 
for Holland Beer 


on Navel Oranges 


for Sunkist Copy | Gerard J. Cassedy, Inc., New 
| York, has appointed Bermingham 
| Castleman & Pierce, New York, t 
| direct promotion of Klaver beer 

Los Angeles, Nov. 22.—The Cali-| Cassedy has acquired exclusive 
fornia Fruit Growers Exchange will rights in the United States for im- 
depend almost exclusively upon) porting this beer, a product o! 
educational copy in an extensive Phoenix Brewery, Amersfoort, Hol- 


: * +, land. 
drive for Sunkist navel oranges, it) ee are ae re ee on 
was disclosed here today. During initial distribution, adver 


tising will consist largely of point- 
Plans call for the use of maga- of-sale material and trade an- 
zines, Canadian newspapers, radio, |nouncements, with consumer news- 
outdoor bulletins and the business; paper advertising planned for th 
press. Initial magazine copy will | spring of 1940. 
be a cover page of The Saturday 


Evening Post of Dec. 9, the first | Fawcett to Issue Comics 
magazine advertisement in many | Fawcett Publications, New York 
seasons to undertake to tell the| wij) soon begin distribution of tw: 
story of orange culture as prac-| new publications, Whiz Comics and 
tised by the Sunkist organization. Slam-Bang Comics. Both are month- 
This copy will picture the vari-| lies and contain solely strip comic: 
ous stages in the orange’s life from | of the adventure type in full color 
picking to packing. It will carry|A third, as yet unnamed, is being 
the headline, “You couldn’t do bet-| Prepared. Eliott D. Odell is adver- 
: ; ce tising director. 
ter if you picked them yourself,” a 
slogan that will also be employed 
|in outdoor and newspaper copy. 
The present newspaper schedule | 
calls for insertions in metropolitan 
Canadian newspapers, with the 
possibility that United States news- 
papers will be added later. |a partner of Burnett & Brenne! 


Joins Burnett & Brenner 


Helen Egert, who for the pas 
| year has operated Indext Servict 
|New York, as a placement agenc) 
for research workers, has become 


Currently sponsoring Hedda Hop-| New York, market research organ 
| per, screen columnist, in a CBS net-! 2@tion. 
work show, the Exchange also an- 

|nounced plans to build additional | , 
| interest in this program with a prize | 
contest. For the best letters finish- 
ing the statement, “I like to have 
Sunkist lemons always on hand be- | 
cause .. .” the Exchange will offer | 


the original order was quickly ex- | 22 all-expense trip to Hollywood 
hausted and a second lot purchased. for two people. Six lemon wrappers 

Each book contains 31 forms, in| @"é required with each entry. A 
duplicate, or one for each day of | total of 150 cash awards will also 


of a paper's selling power than any other form 
of questionnaire or survey that can be devised. 
Toronto people have paid their good money 
to find out and their verdict should be final. 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING —TELEGRAM 


Largest Classified Linage in Canada 


TORONTO CANADA 


New York: Dan A. Carroll Chicago: John E. Lutz 


the month. 
are bringing pressure to bear upon 
the ICC to rescind the order, hence 
the Fruehauf scoop may be 
lived. 


Copy Features Monks 


Chartreuse 
|}monks who 


liqueur, 
make 


features 
this 
| agency. 
} 


'Redi-Rice Bows 


short 


Trucking organizations 


be made. 
Wilder Agency for 


Biedermann, Coulson 
Biedermann Bros., Inc., Chicago, 

|has appointed Almon Brooks Wil- 

'der, Chicago agency, to handle 


New magazine copy of Schenley advertising of Motor Club coffee. 
Import Corporation, New York, for 
the 


product. 
| Brown & Thomas, New York, is the 


Another new account for Wilder 
is Coulson & Son, Chicago, manu- 
facturer of beauty shop products. 


| 
_Croftair Names Fairfax 
Croftair, Inc., York, 


New has 


Redi-Rice Company, Houston, | appointed H. W. Fairfax Advertis- 


|Tex., has introduced Redi-Rice, a 

cooked rice marketed in cans. 
being advertised throughout 
Southwest Richie - Safford, Hous- 
, ton, is the agency in charge. 


It is 
the | for 


ing Agency, New York, to handle 
advertising of its new ventilator, 
use in casement windows. 
Newspapers and direct mail will be 
used. 


KAUFMANN & FABRY CO 
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Yami Yogurt Finds 
Warm Welcome 
in Chicago Debut 


Chicago, Nov. 22.— Heralded by 
its sponsor as one of the most im- 
portant milk products of the age, 
Yami Yogurt has made its debut 
ere, backed by a newspaper and 
adio drive that is yielding sales of 
pproximately 1,000 jars per day 
through local dairies. 

Briefly described as a “pure, 
cientifically - controlled form of 


Adman Pens 
Fantastic Yarn 
of a Blue Blood 


Chicago, Nov. 22.—The animal 
characters in “Alice in Wonder- 
land” prove unfailingly amusing 


because they act not like animals, 
but like the so-called human race, 
according to experts. If this is the 
secret of the success of Lewis Car- 
roll’s long-lived book, Maurice F. 
Hanson, of the J. Walter Thompson 
Company, may be destined for an 
equally kind fate. 

Mr. Hanson, who spends his day- 
time hours as service man on the 
Kellogg account, apparently has 


| another side which he reveals dur- 


ing his moments of leisure. This 
whimsical streak resulted in a yarn 
about “Pierpont the Hound,” who, 
as the preface reveals, “Was born 
with a silver bone in his mouth. 
He went to the right schools, be- 
came a socialite, lost his shirt in the 
Crash, and then .. .” 


Pierpont Almost Human 


For the further adventures of 
Pierpont the Hound, the advertis- 
ing fraternity must get hold of a 
copy of the book of that name, just 
issued by Charles Scribner’s Sons. 
Mr. Hanson was abetted in his vis- 
ualization by D. T. Carlisle, well 
known artist, whose work is also 
frequently seen in advertisements, 
but who is as adept as his collab- 


orator in blazing new trails. Be- 
tween them, Pierpont is depicted as 
amusingly or embarrassingly hu- 
man. His adventures are described 
in language which occasionally 
lapses from English into the jargon 
of the advertising field. 


NNPA Adds Three 


National Newspaper Promotion 
Association has admitted the follow- 
ing to membership: Tribune, South 
Bend, Ind.; Press, Sheboygan, Wis., 
and Times, Raleigh, N. C. 


Stats Joins Agency 


Herbert E. Stats, formerly man- 
ager of Lowry and Commodore Ho- 
tels, St. Paul, has ben named vice- 
president of Greve Advertising 
Agency, St. Paul. 


our milk,” this product with the 


tongue twisting name has a history | 
broad which it is hoped will be | 


epeated in this country when 
wider distribution is achieved. 
Sokol & Co., importer, has 


uunched the product in this city 
ind will probably do so in others 
shortly. 
tribution will 

airy companies. 
Yogurt, a much more common 


continue 


It is expected that dis- | 
through | 


vord abroad than here, is made by | 
the action of certain bacilli on milk. | 


Its final 
rm is a custard-like 
rather than a liquid. This is claimed 


» to have sensational health giving 
4 . . » 
properties. 


These properties, say Yami Yo- 
gurt’s sponsor, have been recog- 
nized by learned men for centuries 
ick. Their beliefs are now being 
ibstantiated by many modern 
cientists and medical men. 


Smile, Says Copy 


Current copy for Yami Yogurt, 
owever, puts a strong accent upon 
the “happiness” power of the prod- 
uct without going into complex 
cientifice detail. An opening in- 


product, | 


' The milk jells, turns into a thick | 
mass with a tart taste. 


j 


| 


ertion was headed, “Tell that sulk- | 


ng intestine to go straight to Yami 
Yogurt.” 

Copy declares: “The pout is out! 
\ smile’s in style! There’s fun in 


life—and Yami Yogurt’s here to 
see you get your share! 


“All set for smiles? Then take. 
i pencil. Write ‘Yami’ on your | 


card. 
EX-stomach scorners and gastro- 
grouchers — Yami Yogurt eaters 
A coupon offered a free booklet 
ling the product’s origin and his- 


‘ewspaper copy here will con- 
unue once a week in the Chicago 
News and six foreign lan- 
suage dailies. Spot announcements 
ire also being used twice daily over 
Station WAAF. Copy in dairy 
publications is paving the way for 
inticipated wider distribution. 

©. Wendel Muench & Co. is the 
gency in charge. 


Tre-Zur to Lawrence 

_ Lawrence & Co., Los Angeles, has 
een appointed to handle the ad- 
rising of Tre-Zur_ Brassiere 


pany, Los Angeles. 


Join the gay group of | 


NO ADVERTISING CAMPAIGN IS COMPLETE WITHOUT WSM 


Millions of loyal listeners and many new friends 


are now hearing a part of WSM’s Grand Ole’ 
Opry over 24 Southern NBC Stations. This pro- 
gram, a half-hour show. is sponsored by the 


R. J. Reynolds 


Prince Albert. “ 


Tobacco Company, makers of 
The National Joy Smoke.” 


In choosing their talent, Prince Albert first deter- 
mined America’s program preference. Research 
disclosed that despite the mechanized sophisti- 
cation of today America still has a heart of 


NATIONAL REPRESENTATIVES, 


~ NASHVILL 


Debate Milk Drive 
at Mason City Meet 


While the proposal to wage an in- 
dustry campaign received impetus 
at the meeting of the National Co- 
operative Milk Producers’ Federa- 
tion in Chicago last week, a definite 
decision will await a gathering of 
leaders at Mason City, Ia., Dec. 1. 

It is hoped to induce milk, butter, 
cheese and ice cream interests, and 
producers, processors and distribu- 
tors to agree on a campaign which 
will be national in scope and inten- 
sive enough to produce early re- 
sults. 


Williams Joins O’Keiff 

Hugh H. Williams has joined the 
art staff of O’Keiff Advertising 
Agency, Albuquerque, N. M. 


homespun. 


WELCOME, PRINCE ALBERT! 


WSM''s staff of 250 diversified artists are capable 
of putting on any type program for any product 


or any audience. But talent is only one consid- 
eration. 50,000 Clear Channel Watts plus alert 
merchandising methods are two other factors 


that make WSM's shows a success ... a success 


determined only by a very definite sales in- 
crease. May we show you facts and figures that 


will sell your product? 


EDWARD PETRY & 


SM 


E, TENNESSEE ~ 


ges, 


CoO., INC. 
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Wearing Apparel 
Most Acceptable 
Christmas Gifts 


But Timely Survey Finds 


Sporting goods hold third place in 
their affections, and autos and ac- 
cessories, fourth. Jewelry was fifth 
and electrical appliances sixth, with 
| household equipment seventh. 

| Electrical appliances ran a bad 
second to wearing apparel among 
women, with household equipment 
| third and jewelry fourth. 


| Need Luggage, Overcoats 
| The survey not only indicated the 


Th at Recipients Are) general type of merchandise most 


Critical 


New York, Nov. 22.—Wearing ap- 
parel is the personal gift most 
wanted by both men and women 
this Christmas, according to a sur- 
vey completed by Scripps-Howard 
Newspapers, in which more than 
11,000 persons were interviewed in 


Cleveland, Columbus, Evansville, 
Knoxville, Fort Worth and San 
Francisco. Of 4,406 men queried, 


1,696, or 38.5 per cent indicated that 
apparel or accessories would be 
more acceptable than any other of- 
fering, while 3,306 women, or 47.1 
per cent, echoed the same senti- 
ments. 

In the field of family or home 
gifts, household equipment was the 
most desired, with electrical appli- 
ances running a close second. No 
less than 35 per cent of the men 
and 46.5 per cent of the women 
voted for household equipment, and 
38.2 per cent of the men and 38 
per cent of the women preferred 
electrical appliances. 


That Necktie Problem 


Wearing apparel also 
highest in “unwanted gifts received 
last year,” Scripps-Howard News- 
papers construing this as a protest 
against poor taste in selecting style, 
color or size, and against lack of 
originality or duplication of articles. 
This feeling was voiced by 64.7 per 
cent of the men and 44.3 per cent 
of the women. The males expressed 
their displeasure specifically over 
neckties, with hosiery and _ shirts 
tollowing closely. Women’s peeves 
were directed against handker- 
chiefs, hosiery, perfume and hand- 


bags, leading Scripps-Howard to 
suggest that merchandise certifi- 
cates would end many of these 
woes. 


Under “personal wants,” toys and 
games were reported nearest to 
men’s hearts after wearing apparel. 


ranked | 


A Real 
Sales Promotion 


Opportunity— 
Do You Have One? 


@® Resourceful, energetic sales 
promotion man seeks opportunity 
with aggressive manufacturer in 
the industrial field. Has back- 
ground of 15 years in sales pro- 
motion, advertising, selling and 
publication work and a good 
record of achievement. 


Creative Able—Practical 

This man has a thorough knowl- 
edge of the planning, execution 
and administration of sales pro- 
motion and advertising activ- 
ities. Constructive imagination 
eapable of conceiving practical 


ideas. Ability to grasp and de- 
velop the ideas of others. An 
able market investigator and 


researcher. Plans campaigns and 
budgets with tempered judg- 
ment. Organizes and designs 
media. Writes copy that in- 
forms and influences favorable 
reaction. Plans production and 
distribution details. Works co- 
operatively and objectively with 
associates. An able organizer. 
A practical executive. 


Applicant has a mature concept 
of the economic factors of sales 
procedure. A sales instinct. An 
analytical mind. College train- 
ing. Excellent references. Age 
37. More concerned about defi- 
nite future and opportunity than 
immediate earnings. Full de- 
tails in confidence can be had by 
addressing Box 1966, Advertis- 
ing Age, Chicago. 


valued, but went into great detail. 

For instance, 595 men reported that 
la new suit would cause them to 
\‘give thanks to Santa Claus, while 
205 put overcoats at the top of their 
list. Another 140 said that an elec- 
tric razor would gladden 
| hearts. 
| Among women, cloth coats won 
674 votes, while 585 reported that 
fur coats would be acceptable. An- 
other 430 asked for street dresses, 
and 225 want house coats. Perfume 
led the list of personal accessories, 
with dresser sets following and cos- 
metics ranking third. 

Of the 3,224 women who asked 
for household equipment, 349 prefer 
living room furniture, 311 rugs, 259 
gas stoves, and 253 floor lamps. 
Bedroom sets, living room chairs, 
dishes and glassware and dining 
room sets followed in order. 


Furniture Is Popular 


Living room furniture also got 
the votes of 191 of 1,492 men, while 
153 wanted gas stoves, and 145 
rugs. Of 1,632 men who put elec- 
trical appliances at the top of their 
list, 743 asked for radios and 238 
for refrigerators. 
pressed the same general prefer- 
ence numbered 2,637, and an even 
larger ratio, 788, suggested radios as 
the ideal gift. Another 447 voted 
for refrigerators; 199 for electric 
stoves; 172 for washing machines; 
116 for mixers; 114 for vacuum 
cleaners; 100 for toasters; 89 for 
ironers; 71 for sewing machines, 
and 43 for roasters. Philco led with 
both sexes where brands of radios 
were mentioned. Frigidaire was the 
most frequenly mentioned refrig- 
erator, with Electrolux second. 

Of 503 men who asked for autos 
or accessories, 259 specified a new 
car. Nineteen indicated that they 
would be satisfied with an auto ra- 
dio. Of 371 women who seek autos 
or accessories for Christmas, 198 
want a car, only 6 asking for an 
auto radio. 


Canada’s Oldest 
Business Paper 
Fetes 60th Year 


Toronto, Ont., Nov. 22.—Canada’s 


oldest business publication, the 
Trader and Canadian Jeweller, cele- 
brated its 60th anniversary this 


month with publication of a special 
issue which does a thorough job of 
tracing the history of this business 
| from its swaddling days up to the 
| present. 

| Norman J. Leach, editor and ad- 
| vertising manager, estimated that 
he and his associate, R. B. Hamil- 
ton, thumbed 44,800 pages of bound 
volumes to extract the 1,394 news 
| items which comprise the “history.”’ 
Among other things, they discov- 


|Canada buy the states of Maine, 
|New Hampshire and Vermont. That 
was in 1889 and was later followed 
by the suggestion that United States 
and Canada merge completely. 

The Trader is published by Con- 
|} solidated Press, Ltd., which issues 
|six other magazines including the 
Canadian Home Journal. 


| G-E Advances Gilmour 


| John G. T. Gilmour, since 1931 
|director of General Electric’s mo- 
|}tion picture department, has been 
}appointed program manager of 
G-E’s new television broadcasting 
station W2XB which will go into 
operation next month 
| Brown, of the market research sec- 
tion, succeeds Mr. Gilmour in the 
|}motion picture department. 


Joins Baker Company 

Jane Kinney, formerly advertis- 
ing manager of W. B. Davis Com- 
pany, has been appointed to the 
same post with B. R. Baker Com- 


‘pany, Cleveland, retail clothier 


their | 


Women who ex-_ 


ered that it was once suggested that | 


Charles R. | 
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The National Resources Planning Board has released a comprehensive study of consumer expenditures for 1935-36, a fol- 


| $3,000 account for but 15 per cent. 
| 


Riggio Reaches 
Out for National 
Cigarette Sales 


New York, Nov. 21.—Making its 
bow as a national advertiser after 
|}enjoying considerable local sales 
success in recent months, Riggio 
Tobacco Corporation employed a 
magazine page last week to tell its 
story for Regent king-size cigarettes 
to a wider audience. 

Riggio’s debut in national space 
consisted of an insertion in Decem- 
ber Esquire. It was learned that 
no further use of magazines is con- 
templated for the time being, but 
that spot radio activity has been 
extended to other cities. In addi- 
tion to announcements now carried 
over New York stations, Regents 
|will be promoted via radio in 
| Cleveland, Philadelphia and Schen- 
ectady. 

The use of magazine space was 
not accompanied by any material 
change in copy appeal. As in New 


cent months, the distinctive size and 
shape of the cigarettes and the 


| packaged are given major emphasis. 

Copy also claims _ superlative 
smoking qualities, with Regents 
| said to combine “many fine, rich to- 
|baccos in entirely new proportions, 
| imparting a fine, milder taste.” The 
|}account is handled by M. H. Hackett. 


Lockheed Stresses 
Role in Progress 
of Air Travel 


Burbank, Cal., Nov. 21.—Although 
| Lockheed bombing planes have been 
|mentioned frequently in the public 
| prints of late, the Lockheed Aircraft 
Corporation indicated last week it 
|is also proud of its contributions to 
| passenger transport. The company 
launched a brief consumer cam- 
paign on this subject that will prob- 
ably be the forerunner of a more 
|extensive promotion. 

Copy appearing in Newsweek was 
simple, saying merely that “a new 
generation discovers new horizons 
and America discovers a new indus- 

The company name and the 


try.” 
slogan, “Look to Lockheed for lead- 
ership” were featured. A four-color 
(illustration of a _ giant transport 
plane on the ground and of a smart 
looking couple apparently watching 


low-up to the study of consumer income for that period released last year. 
study—shows the division of total consumer expenditures by income groups. 
families in the lower income group actount for 30 per cent of all food expenditures, while those with incomes exceeding 
Yet the smaller number in the higher income group accounts for about 45 per cent 


York newspaper advertising of re-| 


| crush-proof box in which they are | 


of all expenditures for education. 


a plane taking off, dominated the 
space, 

Life and National Geographic will 
also carry Lockheed copy in the 
near future. If the company de- 
cides to enlarge its 1940 advertising 
—— it will probably elect 
to tell the story of two new planes 
| developed for feeder purposes. Their 
|use will enable trunk lines to tap 
_new areas at low cost. 
| Meanwhile, according to V. A. 
| Kemmerrer, advertising director, 
| Lockheed will expand promotion in 
certain South American media and 
in aviation trade publications of this 
country. Lord & Thomas is the 
| agency. Lockheed is also partici- 
| pating in the industry campaign. 


| UNITED BROCHURE 
FOR DOUBLE DUTY 


| Chicago, Nov. 22. — United Air 


| Lines has issued a three-color 24- 
page brochure which will have the 
dual role of direct mail piece and 
| reading material for passengers on 
| planes. 

| Entitled, “Behind the scenes of the 
| nation’s first airline,” the booklet 
| describes flight policies and prac- 
| tices which have caused air trans- 
portation to graduate from a sea- 
| sonal to a year-round business. Per- 
/sonnel standards, flight planning, 
dispatch procedure, airways traffic 


| 


} 


control systems and other methods | 


are discussed in detail. 


|WBOW Changes 


Frequency 
Station WBOW, Terre Haute, 
|Ind., has changed its frequency 


from 1310 to 1200 kilocycles to as- 


sure better reception without inter- | 


ference. A new transmitter is under 
construction. 


‘Leaves Continental 

| Dr. Lewis H. Marks has resigned 
| as president of Continental Dis- 
tilling Corporation, Philadelphia, 
and nine affiliated companies, effec- 
tive Dec. 31. 
dent of these companies since their 
formation a short time 
peal of the prohibition amendment 
in 1933. 


Heads Broadcast Service 


F. P. Nelson has been appointed 
to take charge of programming and 
promotion of sales for Westing- 
house Electric & Mfg. Company’s 
international stations WBOS, Bos- 
ton, and WPIT, Pittsburgh. 
will make his headquarters in Bal- 
timore. He was formerly in the 
radio department of Blackett-Sam- 
ple-Hummert. 


This chart—one of many in the 195-page 
Each symbol represents 10 per cent. 


Thus 


Pettingell and | 
Hartman to Split 
Agency Affiliation 


New York, Nov. 21.—Hartman & 
Pettingell, formed Dec. 1, 1938, by 
the merger of L. H. Hartman Com- 
pany and Pettingell & Fenton, wil! 
be dissolved at the end of the con- 
tract year Dec. 1, with the tw 
agencies resuming operations sepa- 
rately on that date. 

Atherton Pettingell and his wife 
Fleur Fenton, have resigned as vice- 
presidents and directors of the com- 
bined agency. L. H. Hartman, presi- 
dent, will continue to head his own 
organization under its former name 


Jergens to Add Face 
Cream, Powder to Line 


Andrew Jergens Company, Cin- 
| cinnati, plans to introduce Jergens 
face cream and powder as com- 
panion products for Jergens lotion 
Advertising plans are now being 
formulated and will be revealed ir 
a few weeks. 

Lennen & Mitchell, New York. 
which has been in charge of adver- 
tising of Jergens lotion and cos 
metics made by an affiliated com- 
pany, John H. Woodbury, Inc., Cin- 


He has been presi- | 


before re-| 


He | 


cinnati, has been appointed agenc’ 
| for the new products as well. 


} 


| 
| 


| 


| 


The Omaha 
WORLD-HERALD 


O'Mara & Ormsbee, Inc., 


——— 


Nat. Adv. Ree | 
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‘Schnake Expands Becomes Aniol& Auld _ Gifford Leaves Toastmaster 


* 
Getting Personal Frederick C. Schnake Advertis-| Wyatt, Aniol & Auld, San An-| K. C. Gifford has resigned as 
“p ing Agency, Milwaukee, has moved | tonio agency, has become Aniol &| general sales manager of the Toast- 
. to larger quarters at 757 N. Broad-| Auld, Advertising, with no change | master Products Division of Mc- 
Joseph L. Swensson, a.m., Behr-Manning Corporation, is honey- | “®@Y: in personnel. | Graw-Electric Company, Elgin, Il. 
mooning in Canada. He was married last Saturday at Hanover, N. H., | === = : I —- 
in the Phi Sigma Kappa fraternity house, scene of his college days as | » 7 
q student at Dartmouth. . . 
Joseph V. Connolly, gen’] mgr., Hearst Newspapers, is back on = 
the job after a three-month illness. He was feted upon his return to 
health by 300 friends and associates at a luncheon in his honor at the | 
Waldorf-Astoria. . . 
George A. Phillips, a.m., Cluett, Peabody & Co., has returned 
from a brief trip to Detroit. . . Ralph J. Cordiner, new prexy of | 3 
Schick Dry Shaver, Inc., paid his —— AN eee but Mother Ss Plane from 
way through college (Walla Wal- 
ja 22) by selling electrical appli- OFFERS THE PROOF : Buffalo has Landed 
ances, and has been at it ever | 7 
since... 
One of the highlights of the 
Washington social season came 
last week when Tom Luckenbill, 
radio executive of J. Walter 
Thompson Company, was mar- 
ried to the daughter of the for- 
mer ambassador to Chile. Be- 
sides the Capitol’s upper crust of 
society folk, JWT executives 
present included Stanley Resor, 
John Reber and William G. Pal- 
mer... 
Our Pipe Line Clogged Up 
Dept.: John E, Finneran, v.p., 
Benton & Bowles, is the uncle of 
Frank Finneran, center on the M. W. Rainbolt, copywriter for Young & 
Cornell football team, not his Rubicam, Chicago, returns home with 
father, as was itemed here last proof of his catch during a vacation in 
week. The proud father is E. J. Maine and New Hampshire. 
Finneran, director of sales and ~ eo me | 
advertising, National Dairy Products Corporation. Our apologies, 
Messrs. Finneran. . . 
- John S. Hayes, production mgr., Station WOR, is the father of 
p a seven-pound son. . . McGraw-Hill Publishing Company was well 


’ represented at the Michigan-Penn football fray, what with Spats 
3 Johnson, Charley Lippold, Jim Hayes and Jim Spackman among those 
present. . . Wedding bells will peal soon for Barton Cummings, of 
Benton & Bowles. . . 

Frank Conolly, merchandising mgr., Oakite Products, Inc., was 
interviewed on the air from Boston on what he learned in a few 
days with the crew of Admiral Byrd’s South Pole expedition. He 


also talked on the same day before the Boston Ad Club, which is just 
about par for the course... 
_ 
e IN JOHN OLSON'S BARNYARD 
in 4 ‘ hid @ ad «deh a Bees: Bagot * 
on- se aiid 
wi a 
pa- ’ 
ife 
ce- 
4 HE Thompson family “got along’ seen her looking like Bridget in the 
a last week while Mother was acting —kitchen—and then “like a million” in the 
me. | as matron-of-honor at her sister’s wed- — living room half an hour later. And he 
ding in Buffalo—yes, just got along! doesn’t see how she does it! 
Meals lacked something... the children ea secret is re | a ee 
couldn’t seem to find anything really sat- one SS 8 ee Se ee eee ee 
7 : : —- z of new ideas on how to do things better at 
‘in- isfying todo... And Dad—he wired his lower cost... John’s wife, and 1,600,000 
“a wife yesterday : “TAKE PLANE HOME STOP other homemakers like her who are the real | 
a Sat aa and art studio were represented in this Chicago hunting party WE MISS YOU TERRIBLY LOVE JOHN.” prmaorel aaiy wan sah Fees 
in which bagged the limit in pheasants recently near Elgin. Left to right are John - , she <e j ee ; pa 
1 in Olson, art director of Leo Burnett Company and host for the event; G. E. Hum- And how smart she looked to him, month in The American Home than they 
sk bert, in charge of advertising for the Standard Milling Company; Strother stepping out of the plane!— The flared ean find in any other major magazine pub- 
rer Cory, Jr. of Leo Burnett; re Sere eee Greuman studio, end George skirt to her new coat that buttoned down lished today. This market-place is busy! 
i ields of Leo Burnett. ; ‘ . , d x 
vf _ the side;—the trim little velvet collar That’s why The American Home is close 
‘in- and that startling hat... (“That's got . So, enna snadiete mar coun 
vl _ Osear A. Doob, a.m., Loew’s Theatres, was feted by the New something, that headpiece—wait till Mrs — a“ x ence wing ep lea ce 
Keck press upon completion of ten years service in his present job. pees 8: we  Keaches more women with incomes over 


vas presented with an onyx humidor and ash tray bearing the 
engraved signatures of those present... 

Alfred C, Fuller, who has made “the Fuller Brush Man” a 
hational byword since he founded Fuller Brush Company in 1906, 


told about his unique organization on a radio broadcast over Station 
WMCA, New York. . . 


Wiggins sees it!” said John to himself.) 
For John is continually amazed at 

what a “quick-change artist” his wife is! 

He knows her clothing budget, yet he’s 


#20 a week (and over $40, too) than any 
major magazine (Starch report). 

Seems like a good place to show 
your wares... 


William E. Holler, gen’l s.m., Chevrolet division, General Motors 
Corporation, has written a 100-page book, “Step Out and Sell,” in 
hich he expounds his philosophy of salesmanship. . . 


Gordon D. Cates, new Young & Rubicam copywriter in Chicago, 
admitted to the first violin section of the Chicago businessmen’s 

phony orchestra after an audition. He’s a newcomer to the Chi- 
area, having lived in Cleveland for the past 12 years... 


Charles W. Bolan, a.m., Carter Carburetor Corporation, was 
en as the “ideal young business executive” at the Greater St. 
us Business Show. He belongs to the St. Louis chapter of the 
nal Council of Ellis Plan Associates and is secretary-treasurer 
' the Industrial Marketing Council of St. Louis. . 


; Burridge D. Butler, publisher of the Prairie Farmer and owner 
Station WLS, Chicago, and KOY, Phoenix, Ariz., is now in the latter 
Y opening his attractive winter home for the season... 


M. Glen Miller, Chicago agency president, has been nominated 
the office of second vice-president of the Ohio Society of Chi- 
so for the coming year. . . 


Douglas G. Montell, publicity director of Tide Water Associated 
“| Company found himself loaded with celebrities this week when 
“ acted as master of ceremonies at San Francisco Advertising Club’s 
- | nual football day. Big-name coaches turned out en masse for the 
ty nt, which was started several years ago by Harold R. Deal, Tide 

‘ater advertising manager. . . 


New York Cotton Ex- 
change, where 35 million 
bales of cotton were sold 
during the calendar year of 
1938—making it America’s 
greatest market-place for 
COTTON .. 


THE PRIMARY HOMEMAKER MARKET IS ONLY 7% 
OF AMERICA’S POPULATION 


(8,600,000 FULL-TIME HOMEMAKERS IN URBAN WHITE 
FAMILIES WITH INCOMES OVER $20 A WEEK) 
THE AMERICAN HOME HAS THE HIGHEST Y% OF HOMEMAKER READERS 
PER COPY — 95.4% — OF ALL MAJOR MAGAZINES (Storch Report) 


The American Home 
—where over 2,000 
columns of home- 
making editorial ma- 
terial (more than any 
other major maga- 
zine) were published 
last year—making it 
America’s greatest 
Market-Place for 
IDEAS ON LIVING. 


1,600,000 Families bwe by 


A rican Home 


The Marketplace for DEAS ON LIVING 
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Marketers Ask 
Legal Recognition 
of Profession 


Seek Laws Insuring High 
Standards of Perform- 
ance and Practice 


New York, Nov. 22.—Plans to ob- 
tain legal recognition of marketing 


as a profession which may be fol-| 


lowed only by qualified and accred- 


| that it is incumbent on those inter- | 


| 
| 


ested in this type of work to take | 
steps to standardize requirements 


| for those engaging in it and it said 
| that the experience of other recog- 


| 


ited practitioners were discussed in | 
a report released to the American 


Marketing Association today by the 
committee on professional status, 
headed by Ferdinand C. Wheeler, of 
the Association of Food Distribu- 
tors. 

While the committee believes it is | 
highly desirable to promote such a 
movement, 
midable obstacles bar the path. Of 
several possible methods under con- 
sideration, the most feasible seems 
to be the establishment of an Amer- | 
ican Institute of Marketing within 
the framework of the existing or- 
ganization, the report said. It con- 


| 


cluded, however, with an appeal for | 


suggestions. Other members of the | 

committee are Hugh E. Agnew and 

Paul T. Cherington. 
The committee drew 


between marketing and accounting, | 
r | 


in securing passage of leg- | 


recalling the struggles of the latte 
industry 
islation which would dignify the la- 


bors of those able to meet high 
standards, while protecting them 
against the competition of mere 
bookkeepers. 

“In the same manner,” the report 
said, “your committee believes it 


possible so to dignify marketing as | 


to make a ‘Marketing Certificate’ a 
necessary equipment for the heads 
of sales and advertising depart- 
ments in all comparable business 
organizations, and for all teachers 
of marketing as well. This seems 
to be the most effective way to in- 


an analogy | 


| 


| 


| 


crease the demand for trained mar- | 


keting men.” 

The report said that marketing 
is now in an anomalous position. It 
is a subject generally taught in 


colleges, but it leads to no d 
or certificate or other evidence of | 
completion of work. Anyone, 
whether trained or not, can set him- 
self up as a marketing expert. 
Furthermore, it was pointed out, 
marketing is practiced indiscrim- 
inateiy by boys out of high school, 
by salesmen “too lazy or too timid 
to sell,” by men of adequate train- 
ing and equipment, and by bureaus 
of business research. Both good and 
poor work is done by all these types 
of practitioners, the committee said, 
and the public, hiring one, has no 


way of knowing what its chances | ctandard of 


are of getting an adequate 
for its money. 
The committee therefore believes 


return 


NEW STOCK PHOTOS ' 
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i tain educational requisites were 


egree | study and examinations for 


|as it has for other 


| experiment, 


nized professions indicates the gen- | 
eral line of procedure. 


How Others Did It | 


The official and legal recognition | 


|of other professions began usually | 


in the larger states like Pennsyl- | 
vania, New York, or Illinois, it re- 
called, but once begun, was taken 
up by others. Members of profes- 
sions who regarded this recognition 
as a local issue were not long in 
regretting their error, the commit- 
tee said. They prolonged the proc- | 
ess of raising performance stand- | 
ards, with no off-setting gain to| 
anyone except those who did not 
want standards raised. 

The committee reported in det ail | 
the experience of the American In- 
stitute of Accountants, as a possible 
harbinger of what the future nee | 
in store for marketing experts. Be- | 


| ginning in 1887, a small group of | 
it recognizes that for- | 


men who were practicing what was 
then known as “expert accounting” 
formed the American Association | 
of Public Accountants—a ae 
knit craft society. 

Several years later, around 1896, 
this loosely organized body of ac- | 
countants began to feel the need | 
of some sort of official recognition, | 
and began the development which | 
has brought them, by law, 
state in the Union, the standards | 
they required to carry the respon- | 
sibilities now resting upon every | 
certified public accountant who is | 
a member of the Institute. This ex- | 
perience and procedure have been | 


identical with those of practically | 


all groups now recognized by the | 
law as_ professional — physicians, | 
pediatrists, dentists, pharmacists, 
veterinaries, nurses, optometrists, 
court stenographers, engineers and | 
lawyers. All these groups began as 
loosely knit associations and either 
of their own initiative or under 
compulsion of law, have acquired 


statutory recognition as the organic | 
sponsors for professions. 


Standards Are Set 


in every | 
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This chart, prepared by the Pittsburgh Press as part of a recently completed analysis of wine sales in Pennsylvania, shows 


a surprising variation in the holiday appeal of various types. 


the exact opposite is true of sherry. 
tokay follows the curve for port. 


Brooklyn Tabloid 
Newspaper Set for. 
Debut Next Mont 


New York, Nov. 21.—A new eve- 
jning tabloid, the Brooklyn Daily 
Bxprese, is expected to begin pub- 
, it was learned 


Muscatel is rather steady, Italian apparently goes best in warmer months, while 
Champagne is steady, save for an understandable upward bounce in the week before 


| ance pay, and executives have been 


| 


The methods which effected these | | here this week. The first issue has | 


the 
cer- 


also identical, 
In each case, 


transitions were 
committee said. 
up, entailing prescribed courses of 
sion; all are distinguished by ex- 
plicit rules of conduct or ethics and 
are provided with complaint proce- 
dures to implement their codes; and 
by statute in the several states, 
were placed under the jurisdiction 
of the state educational authority. 

The committee gave two conclu- 
sions, the first describing the prob- 
able benefits of such legal recogni- 


tion, and the second discussing | 
means and ways of attaining the 
goal. 


Such recognition would raise the 
marketing, it said. By 
giving the work sharper definition, 
it would spread the use of scien- 
tific marketing more quickly and 
generally. It would provide an in- 
centive for younger marketing men 
and would yield benefits to teachers 
of marketing, chiefly in the way of 
more uniform courses. The colleges 
themselves will come gradually to 
require certified marketing men as 
teachers. Marketing will become a 
more attractive study for 
numbers promising 
Finally, plan would create and 
suggest fields for usefulness, 
professions. 

second conclu- 


of 
the 
new 


The committee's 


sion is that the movement must be, | 


of an 
adoption 
The con- 


at its beginning, something 
necessitating 
of trial and error methods. 
stitution of the American Market- 
ing Association must be rewritten 
to meet the requirements of various 
legislatures, and the plan might 
need adjustments to win the 
approval of state educational au- 
thorities. More important still is 
the financial hurdle, the committee 


pointing out that ““movements which 


also 


involve legislative action are no- 
| toriously costly.” For all of these 
reasons, the report said that more 


| to foster 


promise of success will be held out 
if a separate organization is 
the plan 


tor 


set | 


admis- | 


all | 


larger | 
students 


ed | 


been tentatively scheduled for Dec. 
4. It will be the first new English 
language paper to be launched in 
|New York City since the Evening 
Graphic made its debut in 1924. 

Amster Spiro, who was city edi- 
tor of the New York Evening Jour- 
| nal from 1925 to 1937, will be edi- 
itor of the Express. Fred Hale, 
formerly with the Rodney Boone 
Organization, the New York World- 
Telegram and advertising manager 
of Theater Magazine, will be 
| vertising manager. 

The paper will be departmental- 
| ized to a large extent, 
will be made to depart from con- 
ventional treatment of news. Much 
of the news will be interpreted, 
and all foreign and national wire 
service reports will be rewritten 
and probably will not appear under 
datelines. 


“NEWARK STAR-EAGLE” 
SUSPENDS PUBLICATION 

Newark, Nov. 12.—Incre 
|} publishing costs caused the 
|knell to sounded for 


as¢ d 
death 


be another 


ad- | 
| lishing Company and AFA chair- 


and an effort 


|came in for 


| 
| 


| sion. 
| mendations 


| mitted. 


| daily newspaper last weekend w hen | 


| Paul Block suspended the Newark 
Star-Eagle. The paper’s name, 
circulation and good will were pur- 
| chased by S. I. Newhouse, pub- 
lisher of the Ledger That name 
| has now been changed to the Star- 
Ledger, and its format altered to 
standard size instead of tabloid 
The Star-Eagle, a 108-year-old 
evening paper, was suspended, ac- 
cording to Mr. Block, because of 
trend in newspaper economies 
which we have no control.” 
Newhouse declared that it had 
| been his intention to continue in 
the evening field, but that the plan 
|had been dropped because of “an 
| attitude of militancy on the part of 
| the Newspaper Guild.’ 
Mr. Block declared that the 

Eagle had been published at 
|for a number of years. He cited 
“mounting labor and shorter 
work hours, as well as rising news- 
print prices and increased taxes,” 
as reasons for the suspension of the 


“a 
)} over 


Mr. 


Star- 
a loss 


costs 


| 


| Corporation, New York 


While port makes its strongest bid in pre-holiday weeks, 


New Year's. mun 


Giockhholdors 5 Told 
Benefits of b 
Seagram Drive 


New York, Nov. 21.—Appearanc ts | 
of the annual report of Distiller 
Corporation-Seagrams, Ltd., _ thi 
week included a strong testimonia 
to this company’s “moderation 
campaign, which was cited as ont 
of the major factors responsible fo u 
the company’s present place in th 
industry. 

Samuel Bronfman, president, 
reporting record sales of $85,000; 
000 for the year ended July 3! 
made this comment upon the “mod- | 
eration” advertising which Sea§ he 
gram has used widely: 

“This campaign has caused mor 
favorable comment than any other 
advertising campaign in_ recet! 
years. So convinced are we of th 
importance and power of moderé 
tion that we have made it the key- 
note of all Seagram activities.” 

He also commented upon exten 
sion of the drive to more tha ire 
12,000 retail establishments whic 
have tied in with the major them 
by displaying a code of conduc 


paper. Between 350 and 400 Star- 
_Eagle employes will receive sever- 


|absorbed by the three remaining 
Block papers, the Pittsburgh Post- 
Gazette, Toledo Blade and Toledo 
Times. 


AFA Picks Chicago 
as Location of 
1940 Convention 


New York, Nov. 22.— The 1940 
convention of the Advertising Fed- 
eration of America will be held in 
Chicago, it was revealed here fol- 
lowing the fall meeting of the board 
of directors of AFA. As usual, the 
meeting will be held in the latter 
part of June. Definite dates will 
be fixed later. 

Mason Britton, McGraw-Hill Pub- 


man, presided at the meeting along 
with Norman Rose, Christian Sci- 
ence Monitor. Chairmen of various 
committees submitted reports for 
discussion. 

The AFA consumer program 
special attention, with 
Prof. Kenneth Dameron, of Ohio 
State University and chairman of 
the committee, leading the discus- 
A series of general recom- 
for the guidance of | 

advertising clubs in meeting | 
consumer problem were sub- | 


regarding the operation of packag 
and taverns. 


stores 


local 
the 


| 


Elected by | 
Pioneer Valley Group 


John W. Haigis, president of Sta-| 
tion WHAI, Greenfield, Mass., has 
been re-elected president of the 
Pioneer Valley Association, promo- 
tional organization for several 
counties in the state. Charles N. 
DeRose, general manager of the 
Northampton Hampshire Gazette, 
has been elected executive vice- 
president, a new office. 

Delivering a report of the associa- 
tion’s first year, Mr. Haigis pre- 
dicted that the coming year will 
bring increased tourist travel to 
Massachusetts and that possibilities 


are excellent for the building of 
many new summer homes by out- 
of-state residents. 


Hazard Adds Bers 


Julian E. Bers, formerly with | 
Breskin & Charlton Publishing Cor- 
poration, New York, has joined the 
copy staff of Hazard Advertising 


John Blair Co., Represet 
Owned and Operated by 
Woodmen of the World, 
Insurance Society. 
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Sounds Plea for FIC 
Investigation of 
Consumers Research 


Sales Managers Club 
of Milwaukee Argues 
Consumer Movement 


Milwaukee, Nov. 21.—A vigorous 
plea that the Federal Trade Com- 
search Was made here last week by 

ission investigate Consumers’ Re- 
T. P. Eirich, of Roundy, Peckham 
& Dexter, one of the participants 


in a round table discussion of the | 


consumer movement staged by the 
Milwaukee Sales Managers Asso- 
ciation. 

The sales managers argued the 
question, “The Consumer Move- 
ment—A Pain in the Neck or a 
Sales Opportunity?” without reach- 
a decision, although unofficial 
pinion indicated that they favored 
“legitimate” consumer groups and 
voted down those which were 
alleged to have dual objectives. 
Participants in addition to Mr. 
Eirich were H. T. Holbrook, Gay- 
lord Container Corporation; A. F. 
Hall, manager of general advertis- 
ing of the Milwaukee Journal, and 
T. H. Davis, Trayton H. Davis & 
Associates. Mr. Holbrook’s mate- 
rial was presented by D. R. Lepper, 
also of Gaylord. 


Alliance with Soviets 


ng 
ey 


Mr. Eirich charged that Consum- 
tesearch is radical and Com- 
munistic in its aims and that its 
leaders are allied with Soviet or- 
ganizations. 

“If there ever was a_ business 
neern that needed investigation 
by the Federal Trade Commission, 
t is this Consumers’ Research,” he 
declared. 
“Consumers’ 


ers 


Research, through 


ts method of playing to the gal-| 


leries, lacks the spirit of fair play. 
It gives no breaks. It does not 


ilways say the product is no good; | 


t says the price is too high. In 
every case, it is the prosecutor, 

udge and jury. 

“Its dictatorial attitude has 

iused much loss of business, not 


to the individual singled out | 
ts urade but to industry as a 


N 


NVICCANDLISH 


LITHOGRAPH CORPORATION 


ROBERTS AVENUE & STOKLEY STREET PHILADELPHIA 
SALES OFFICES IN PRINCIPAL CITIES 


whole. Its method of causing dis- | 
“wees with consumers, labor and 


+1 


the » have cost business a vast | 
sum “This should be stopped by 
business with proper methods. 
There is no reason for its exist- 
ence.” 

Mr. Davis emphasized that the 
nsumer movement, although in- | 
luding many sincere and public 
pirited groups, has also been in- 
ided by pressure groups which 
are using the activity to wage an 
deological war. He named Con- 
sumers’ Research and Consumers 
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product are exposed, enlarged and 
made the basis for wide generaliza- 
tions.” 

Another speaker who analyzed 
the consumer movement was Mr. 
Lepper. He pointed out that there 
is not one movement but two 
which must be considered. 


Cites Older Groups 


“The first and oldest of the 
movements is composed of groups 


the consumer. It includes 
of University Women, National 
League of Women Voters, Ameri- 
can Medical Association, General 
Federation of Women’s 
American Home Economics Asso- 
ciation, National Better Business 
Bureau and the Consumer-Retailer 
Relations Council. 

“In addition there are private 
interests such as R. H. Macy & Co. 
and Crowell-Collier Publishing 
Company who are engaged in con- 
sumer education programs designed 
not only to give the consumer im- 
proved knowledge of what she buys 
but to give her a better understand- 
ing of the designing, and the many 
manufacturing processes, as well as 
the organization that is behind its 
production. 

“While the motives of this side of 
the consumer movement are more 
general than specific, fundamentally 
they are bound together by a real 
appreciation of the need for better 
consumer education. Generally, 


legislation and 
more informative 
and better labeling. 
“In contrast to this type of con- 
sumer movement is the one typified 
by such group as Consumers’ Re- 
search, Consumers Bureau of Stan- | 
dards and Consumers Union.” 


merchandising, 


For New Economic Society 


| Mr. Lepper said that while their 
| motives are seldom defined, 
most casual study of their writings 
| will disclose their means and meth- 
|ods. Fundamentally, they are 
| logical development of the socialist- 
it radical movement, with a new eco- 
| nomic society as a final ending. 
‘They, too, profess to educate, 
but their emphasis lies not so much 
|} on how to buy efficiently as how to 
|‘exploit the exploiters’ and to ‘ex- 


pose the evil practices of grasping, 
grabbing, hoodwinking Big Busi- 
ness.’ 


“They strive not to teach more 
| to tone down over-enthusiastic ad- 
vertising, or to ask that more infor- 
mative information be made more 
easily 
turers, but to absolutely discredit, 
perhaps to destroy the system or 
movement which has the true wel- 
fare of the consumer at heart. 
“They attack advertising in all} 
of its phases, and in short, attempt 
| to prove that because a thing is 
| w ell advertised, it carries excessive 
| profits or is inferior quality being 
| sold for grade A. This group seeks | 
not to promote legislation or volun- 


| protect the consumers’ welfare, but | 


Union as examples of the pressure | 


groups. 

“This aspect of the consumer 
movement,” he said, “begins by 
attacking advertising. The short-| 


} se 
comings of the advertiser and his| @ 


sincerely devoted to the welfare of | 
such | 
groups as the American Association | 


Clubs, | 


they actively support food and drug | 
administration, | 


“the | 


a| 


about a product or a commodity, or | 


available by the manufac-| 


BOOSTS GAS RANGES 


| 


Montgomery Views 
Consumer Activity 
as Advertising Aid 


(Continued from Page 1) 


which Mr. Montgomery acknowl- 
edged, is a vital part of the eco- 
nomic machine. He derided the 
conclusion that critics of advertis- 
ing are attacking America and are 
therefore Communists. 

“The consumer movement does 
not intend to assume the burden 
of attacking advertising,” he ex- 
plained. “It is concerned chiefly 
with the way advertising works. 
Advertisers can benefit a great deal 
from this interest. Any institution 
that cannot stand criticism is on its 
Way out.” 
In discussing the general response 

advertising men to the con- 
| Sumer movement, Mr. Montgomery 
| praised those who have taken criti- 
cism seriously and then proceeded 
to “talk turkey.”’ Their attitude is 
in marked contrast, he said, to that 
of others who either claim that all 
such criticism is the work of “Reds” 
or think it best to “give them a 
little now so that they won't want 
more later.” 


Lloyd C. Ginn, American Stove Com- | o¢ 

pany, who will direct 1940 sales promo- 

tion of "CP" or Certified Performance 

gas ranges for the Association of Gas 

Appliance and Equipment Manufac- 
turers. 


to organize all consumers in an 
ideological war against capitalism.” 
Representation Questioned 


Discussing the question, ‘Does 


the consumer movement really rep- The Consumers’ Counsel defined 
resent consumers at this time?” Mr.|the institutional functions which 
Hall explained that it seemed ob- advertising claims for itself as the 
vious that “some 150,000 dues pay- | ability to create demand for new 
ers in three or four organizations goods, to create mass demand, to 
does not represent all consumers.” induce the consumer to spend in- 


stead of save, to lower costs and to 


He cited figures from the recently na 
create a higher standard of living. 


reported ANA survey to emphasize 
that “advertisers and sellers of Questions Cost Angle 
advertising space should not pursue spi ae 

a head-in-the-sand attitude on the| Subjecting each one of these 
| consumer movement.” |claims to examination, Mr. Mont- 


|gomery asserted consumers are du- 
Adds 5 Trade Centers 


|bious as to whether advertising 
| really does lower costs. He pointed 
to WLW Survey 


out that a manufacturer recently 

A survey of five additional trade | testified before the Temporary Na- 
centers has been completed for|tional Economic Committee 
Station WLW, Cincinnati, by Ross| Washington that an _ advertised 
Federal Research Corporation.| brand of toothpaste sells for 49 
These are Terre Haute, Richmond | cents while the same product, un- 
and Bloomington, all in —— E advertised, sells for 19 cents. 


and Mansfield and Lancaster, . ist 1 pay- 
In this survey, 12,092 calls oa! ne a ee Pe 


be |ing 19 cents instead of 49, is she 
made between Oct. 22-28. | really attacking advertising?” he 
| asked. “Are we really attacking 


Discuss Advertising’s 
Benefit to Consumer 


The speakers bureau of the Mil- 
waukee Advertising Club will di- 
rect its activities to telling how 
advertising is a definite benefit to 
| consumers as well as_ producers. 
The subject will be “Advertising 
as an Economic Necessity.” 

Lloyd Mueller, Outdoor Displays, 
is chairman of the bureau commit- 
tee. 


Accounts to Weiler 

Sidney H. Weiler, Philadelphia, 
has been appointed to handle the 
advertising of Moss Brothers, Phil- 
| adelphia, packer of nut products. 
| Other new accounts include Hano & 
| Co., broker; Day & Frick, laundry ’ . 
chain; Zorick Dry Cleaning System, | create a demand or does it divert 
and United Travel Bureau. demand to other things? Is it 
——__—_—_—_———_— diverting a demand to a good end 
Hersh Advanced or is it merely presenting some 
| gadget, for example, as a real im- 


the essential idea of advertising if 
we raise our eyebrows at the high 
prices of toilet goods, for exam- 
ple?” 

Mr. Montgomery conceded that 
advertising performs a_ function 
when it introduces a new product, 
but he questioned its usefulness and 
high prices after the product has 
been established. Similarly, he 
observed, although advertising may 
induce some consumers to spend 
instead of save, this function ap- 
plies only to the very small group 
which is sufficiently prosperous to 
be able to save. 

“It is true,” the AAA official said, 
“that advertising raises the stan- 
dard of living but does it actually 


: rsh, formerly as- 9 
_H. Gordon Hersh, f rmerly i | provement? 
| sistant, has been appointed sales | C : laint “_— 
promotion manager of Pontiac onsumer complaints agains 


Wabash 8653 | tary activity by business to better! Motor Division of General Motors | @dvertising can be classified under 


| Corporation, Detroit. three headings, Mr. Montgomery 


| said: 


in | 


deceptive and misleading, 
tending to bring about self-decep- 
tion through inferences, and carry- 
ing an emotional appeal that is 
unnecessary. The latter appeal, he 
emphasized, need not be entirely 
deleted to make advertising infor- 
mative. 


Less Legs; More Facts 


“If a hosiery advertisement,” he 
explained, “shows a beautiful leg, 
let them take an inch off the leg to 
give a few facts about the quality 
of the stocking. Advertising men 
are certainly among our most re- 
sourceful business men and they 
could find it possible to state the 
facts themselves in an entertaining 
fashion.” 

The real purpose of the consumer 
movement is to obtain information 
which will assist buyers to make an 
intelligent comparison of products, 
Mr. Montgomery said, quoting at 
length from a speel on this sub- 
ject by Mrs. Saidie Orr Dunbar, 
president of the General Federation 
of Women’s Clubs, who asserted 
that advertising should be consid- 
ered as a powerful instrument of 
education for discriminating buy- 
ing, and not solely as an instrument 
of business. 

Mr. Montgomery was introduced 
by the chairman, Dr. Ruth W. 
Ayres, city consumer chairman of 
the League of Women Voters and 
delegate of the American Associa- 
tion of University Women to the 
Retail Consumers Union of Amer- 
ica. Dr. Ayres described the con- 
sumer movement in her introduc- 
tory remarks as of vital importance 
to our economic machinery. 

“A system of fixed prices,” 
said, “depends on our intelligent 
buying. If we do not buy intelli- 
gently, the system of fixed buying 
will break down. But does adver- 
tising really meet our needs? It 
has been developed too much from 
the seller’s angle so that little of 
it is informative. 

“The question is not how we are 
going to clear up false advertis- 
ing,” Dr. Ayres concluded, “but 
how to build up the basis of adver- 
tising so that it will function in 
the best interests of the com- 
munity.” 


she 


AVAILABLE for SPONSORSHIP 


RAYMOND TOMPKINS 
TOP FLIGHT COMMENTATOR 


7:30 P. M.—Mon., Wed. & Fri. 


A popular and successful news pro- 
gram with an enthusiastic follow- 
ing. Talent cost: $100 (net) 


weekly. 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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Promotion 
Review 


“Hand to Mouth” is the latest | Meyerson, 


case-bound brochure to reach 
from WOR, New York, where 
Joseph Creamer continues to de- 
velop meaty, eye-filling promo- 
tional material which gets 
funny with itself on occasion, and 
still gets over its points without 
doubt. This particular book is 
printed on various colors of stock, 
in addition to which solid tint 
blocks are frequently employed on 
white stock. 
less variety of colors in it and illus- 
trations ranging from early wood- 
cut through the Dickensonian era 
and right up to the most modern 
moderns, and it takes plenty of 
time out between points (and 
pages) to mouth wise cracks and 
to bedevil the reader. In between 
times it effectively tells the story 
of an opinion poll among retail and 
wholesale grocers in the New York 
market with reference to local 
media. 


US | 


We’ve just received a couple of 
theater tickets for Noel Coward in 
an omnibus of three short 
It’s an exclusive engagement, we're 
told—“‘first time in any magazine.” 
The tickets are good for “30 days 
entertainment beginning Nov. 1” in 
Cosmopolitan Magazine, which has 
**1.854,000 choice seats” at 25 cents 


WBT has come up with an un- 
usually attractive brochure printed 
in black and something somewhere 
between a Persian orange and 
brown (if we've got it wrong 
please remember that we're a little 
weak on colors), which tells the 
story of a children’s program which 


seems to be doing a job for Norge 
in and around Charlotte. All of the 
right hand pages carry bleed-off 
tints. 


Jim Meyerson of Oklahoma Pub- 
lishing Company has reproduced 
eight of his ADVERTISING AGE ad- 
vertisements dealing with the fre- 
quency of advertisers’ appearances 
in newspaper advertising columns 
in a really attractive, yet extremely 
simple brochure which has_ been 
mailed to advertisers and prospects. 
A simple tinted cover, printed in 
red and black, and illustrated with 


the same unusually effective line 
drawings which appear in the ad- 
vertisements, is all that has been 


added to the advertisements them- 
selves. The reason for the brochure 
is explained on the cover: 

“Reprinted within are 
advertisements 
taneous 
paper 
of the 


the eight 
causing more spon- 
comment than any trade 
promotion in the experience 
Oklahoma Publishing Com- 
pany. Published in the interest of 
a better understanding between ad- 
vertisers, advertising agencies and 
newspaper publishers, this series 
dramatizes the results of consider- 
able objective research and analysis 


og ae 


| 
| 


| 


of current media used by national 
advertisers. Many are applauding 
our approach to a disturbing situa- 


\tion. Others recommend the soft 
pedal. What is your reaction? Our | 
| publisher would like to know.” 


| 


This explanation is signed by Mr. 
and inside is a reply 


| postcard addressed directly to E. K. 


very | 


| 


It has an almost end- | 


Gaylord, publisher. 
leading questions—merely a lot of 
lines just itching to be written on. 


Liberty tells the story of editorial 


It contains no | 


enterprise in an eye-catching eight- | 


| page mailing piece called “Thunder 
Over Kansas City” which explains 
just how the thunder happened to 
break there. 

We like the 


bright, sparkling 


| little brochure of Progressive Gro- 


| 


| 
| 


novels. | 


“If You Want to Catch 
a Grocer ” It’s done neatly 
pocket size, utilizing two colors, 
marginal line cuts and not too much 
type, so that it has plenty of at- 


cer called 


in 


tention value inside. Incidentally, 
there are 24 pages exclusive of 
cover, but we couldn't find a single | 


char t or graph. 


* 


A roto-picture mailing is that 
recently sent out by Parents’ 
zine. There’s really no text at all 
—just a hundred or so pictures of 
Parents’ Magazine fathers doing 
things with their children. 


The San Francisco Chronicle is 
still steamed up about its open 
house during the recent celebration 
of newspaper week in its city 
Something over 18,000 people went 
through the plant during the course 
of the week, seeing routine produc- 
tion of the newspaper, as well as 
witnessing special displays installed 
in various departments, including 
the advertising department. They're 
all set for a repeat performance 
next year, because they’re con- 
vinced that the tours did a swell 
job of creating friends and readers 
for the paper. 


Over 300 advertisers and agency 
men, invited guests of Popular 
Science Monthly, witnessed a 
cent showing of “Popular Science- 
on-the-Screen” at Grand Central 
Theater, New York. A film version 
of new developments in the realm 


re- 


|of science, distributed by Para- 
mount Pictures, Inc., and made by 
Fairbanks & Carlisle with the co- 


operation of the magazine's editors, 
new in the series which 
has been running for several years 
are regularly shown on the screens 
of more than 6,000 movie theaters. 


releases 


One of the interesting features 
of “Clues to Coverage of the Qual- 
ity Man Market” just published in 
plastic-bound brochure form by 


Maga- | 


Macfadden Detective Group is the | 


analysis of kinds of smoking done 
by men. It seems that 45 per cent 
of the smokers smoke cigarettes 
nly, 18 per cent combine cigarette 
and pipe, and 7.8 per cent indulge 
in cigarettes and cigars. Exclusive 
pipe smokers account for 5.4 pei 
cent, and exclusive cigar smokers 
for 4.6 per cent 


Columbia Pacific Network 


Savs 
it’s partial to the first folder pro- 
duced by its new art director, 
George Samerjan, and we are too 


It's colorful and modern enough to 


get a second, and 


maybe even a 
third glance, even though it’s 
mostly maps and statistics 


And WFAA, in Dallas, is sending 


advertisers a reproduction of its 
facsimile newspaper, the first edi- 
tion of which (eight pages) was 
printed during the state fair last 
month 

~ * * 

Scholastic uses a special tercen- 
tenary envelope and a 300th anni- 
versary of printing in America 
stamp to mail a small folder an- 


nouncing that the publication is now 
being set in Caledonia 

Acro Digest has issued a four- 
page folder packed with charts and 
Statistics which that it is 
“first on all front—circulation. 
and advertising 


asserts 


Index of Retail Activity i in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 


1939, by Advertising Publications, Inc.) 
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Tarcher Adds Markwell 


Norman Markwell, formerly with 
Hartman & Pettingell, has joined 
‘2 ircher & Co New York 
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ATTENDED HOLLYWOOD PREMIERE 


du Pont to Shift 
‘Cavalcade’ Show 
in Debut for 1940 


New York, Nov. 24. —“Cavalceade 
of America,” a four-year-old pro- 
gram which has won praise for its 
good taste and its contribution to 
juvenile education, will shift to a 


The rates for this department are as 


follows: 


Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and - Petr , a 
Representatives Available,” 30 cents a line, minimum charge $1. Terms Blue netwo! k of the National 
ash with order,  —- : ‘as . Broadcasting Company when E. I. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 ir 


er inch, du Pont de Nemours & Co. returns 


|the show to the air Jan. 2. The 
| 
program has been heard over the 


— ————_—_— — — : 


POSTTIONS WANTED 


HELP WANTED 


-—— -—- Columbia Broadcasting System 
ADVERTISING SPACE SALESMAN COPYWRITER for national agricul. | since its inception. Extensive 
csperienced man, W ide ee ae tee ay a Experience » this | changes will be made in the show 
nts Eastern representation of lead-| field and ability to plan and write “— F ‘ . | anges 2 é s 
publication or position as sales-|forceful farm copy are essential. Arriving in Hollywood recently for the premiere of George Burns and Gracie i aieied tor Dasatane trom © + 
g} . ; ia te : ; schedule o1 uesdays m Oo 
an or manager Eastern Office. | Offers an excellent, secure position Allen on the Hinds Honey and Almond Cream radio program were (left to 9: 30 atin Ristees aie 
g 198?, ADT Rese seen We oh + Aaa a ee ee ae eee right) Edward Plaut, president of Lehn & Fink Products Corporation; Richard -oU Pp. ° = 7 = ’ : 


— . . . . . . | j - s > is c 1 bd - 
Direct by mail specialist. 15 years | tions fully. Mace Advertising Agency, Marvin, and Dr. John B. Watson, radio director and vice-president, respectively, ‘he & Osborn is the agency 


perience as Advertising Manager | Peoria, Illinois. of William Esty & Co. Sponsors Air Thriller 

th one company where now em- ———_—— 

ved but leaving. Can plan and CIRCULATION MANAGER Dramatizations of daring ex- 
all or any phase of a sales This is not a job for a novice. . z 


motion campaign. Top rank sales | 
rrespondent, Finest references | 
present boss and business asso- | 


| 
tes 
‘ 
| 


Well-established business paper 
wants first-rate circulation 
manager to assume entire 
charge of department, and con- 


|ploits in the lives of famous air- 
plane pilots will provide the mate- 
|rial for “Sky Blazers,” a new pro- 


Roosevelt Assumes October Gain 


of Rotogravure 


ai x 1963, ADVERTISING AGE, Chgo. | centrate on mail circulation e 'gram to be sponsored by Conti- 
: — — a promotion. Don't answer un- | ee . 4 ; 
e Stenographer-Secretary less you are an experienced Active Mana ement 9 6 Per Cent nental Baking Company in behalf 
om ing woman, late 30s, Protestant. business paper ee eXx- ° lof Wonder bread, beginning Dec. 9. 
14 ng editorial experience on weekly | ecutive ant unless you are a — ss te a m pO ey . ia 
1: ie journal. Responsible; retentive willing to tell your WHOLE . Chicago, Nov. 24. A substantial | Designed to capitalize on the wide- 
: emory Over ten years present po- STORY, including snlars re f N R d increase in national rotogravure | spread interest in aviation, the new 

! seeKs change with a uture. quirements, in "Ss etter which W a 10 e sme . ‘ j — >t - ote re =$ « 
164 . 1935, ADVERTISING AGE, N. Y. will be held in strict confidence. 0 e linage enabled that medium to) offering will be aired over 48 sta- 
+52 —| Box 1960, ADVERTISING AGE, Cheo achieve a gain of 121,083 lines, or 


WHO WILL GIVE ME A START? 


stenographer, 18, basic knowledge of 
ertising and great love for the} 
rh some experience. All 1 need 
the connection, Will make my own 
Miss Hilda Solomon, 672 Ocean 


Brooklyn, N. 


ATTENTION ACCOUNT EXECUTIVES 
n vou use an energetic young as- 
tant, 24. Christian, over 6 years of 
gency training, thorough experience 


outdoor advertising, now seeking 
sition with future? 
ox 1967. ADVERTISING AGE, N. Y. 


HELP WANTED 
Van whe knows how to build a sales- 
producing eatalog. The man we want 
y ne but has had experience with 
ue ail order house in preparing 
ogs He must be equipped to 
punch into a large catalog 
pages) and know how mail 
ales may be increased Write 
g age, past experience, education, 

gion and salary expected 
ADVERTISING AGE, N. Y. 


e! oo 


aS 


Coming 
Conventions 


Dec.4. Meeting of Eastern Coun- 
cl, American Association of Adver- 


using Agencies, Hotel Roosevelt, 
New York. 
Feb. 20-21. Annual meeting, In- 


and Daily Press Association, Hotel 
sherman, Chicago. 
March 26-29. 


Exposition 


Annual Packaging 
and Conference, Hotel 
, New York. 


Hamel Shifted _ 


Asto) 


Charles V. Hamel, for 13 years 
verusing manager of Wallace 
mpany, Pittsfield, Mass., has 


fen transferred to Poughkeepsie, 


‘ 


’ a here he will be in charge 
ndow display and will assist 
nN advertising. 


NOW(YOU 


HOSPITALITY 
in WASHINGTON 


a 


Try the Raleigh 
the next time you 
visit Washington 

you'll be glad 
you came. Rooms 


from $3.50 
M4 
HOTEL 


PENNSYLVANIA Ave. at iathS:.NW 


WASHINGTON, D.C. 
Cc. Schiffeler, General Manager 


POST CARDS 
“FOTO-TONE” POST CARDS 


Newest, most economical method of 
displaying any product. Samples and 
prices on request, Graphic Arts, 


Hamilton, Ohio. 


PUBLIC NOTICE 


CUTS DONE FREE! 
don't do them, but we 


No, we elimi- 


nate all cuts and expensive typeset- | 


ting with the new Laurel Process. 


| 100% off your engraving bill! 
| Grand work done on Illustrated Ad- 
vertising Literature, Booklets, Cata- 


logs, Charts, Direct-Mail Pieces, House 
Organs, Out-of-print material, ete. 
Any size furnished 
No penalty on short runs 
“00 Copies (S%%x11") $2.63 
Additional hundred copies only 22¢ 
Even lower prices for large 
Write for free Manual 
Laurel Process, 480 Canal St., VN. Y. C. 


orders 


In New York City and vicinity. ask to 
see a trained representative—phone 
WAlker 5-0526 No obligation 


Schick Patent 
Victories Remove 
Razor Competitors 


(Continued from Page 1) 


Champion shaver which Sears sold. 
It also made the Utility brand, 
which it sold itself, the Bamberger 
shaver sold through L. Bamberger 
& Co., the Lockheed sold by Wal- 
green stores, and the Electrex sold 
by United Drug Company and Lig- 
gett drug stores. Further manufac- 
ture or sale of these products has 
been ended by the judgment. 

Renewed activity on the legal 
{front which has marked the electric 
shaver field for several vears stems 
from a decision here last July, fol- 
lowing the conviction of former 
Judge Martin Manton for accepting 
a bribe from the late Archie An- 
drews, of Dictograph Products Com- 
pany, maker of the Packard razor. 

Following the Manton conviction, 
his decision that the Packard shaver 
did not infringe Schick patents was 
vacated. Dictograph then con- 
sented to the entry of final judgment 
against the company, and _ paid 
Schick $200,000 damages for the in- 
fringement. 


Parade of Victories 


Since the Manton decision was 
reversed, Schick has won seven suc- 
cessive infringement cases. Two 
others, including the pending ap- 
peal of the verdict against Macy’s, 
will be tried shortly. 

Ralph J. Cordiner, 
Schick, declared that 
these seven has meant 
removal 15 different brands of 
shavers from the market. Court 
actions to restrain other competitors 
will be filed soon, he said. 


of 
in 
the 


president 
victory 
cases 


of 


Agency for DeWalt 


DeWalt Products Corporation, 
Lancaster, Pa., maker of all-pur- 
pose woodworking and metal-cut- 


ting machines, has appointed Wild- 
rick & Miller, New York, to direct 
its account Business papers will 


be used. 


| week for a 


(Continued from Page 1) 
ald S. Shaw, vice-president 
general manager of the station. 

Mr. Roosevelt also dispatched a 
200-word telegram to stations affili- 
ated with Transcontinental and 
Mutual Broadcasting System which, 
regardless of other results, drew a 
stern rebuke from Hill Blackett, 
president of Blackett-Sample-Hum- 
mert, Inc., who was quoted. Mr. 
Blackett said that the order given 
Transcontinental by Blackett-Sam- 
ple-Hummert came from the lat- 
ter’s New York office and suggested 
that young Roosevelt conduct his 
business with that 
through E. F. Hummert and G. G. 
Tormey. He added that the agency 
is considering a _ proposal from 
Mutual. 


and 


Statement by Blackett 


“Please understand,” said Mr. 
Blackett in closing, “that while our 
relations are friendly, I do not care 
to become a policeman in settling 
any family quarrels between net- 
works or stations.” 

A spokesman for Mr. Blackett’s 
agency said that the 20 hours of 
business placed with Transconti- 
nental hinges on delivery of a cer- 
tain amount of market coverage, 
regardless of the number of sta- 
tions. Meanwhile, Mutual Broad- 
casting System, whose affiliates 
have been raided by Transconti- 
nental, argued that even the Texas 
State Network could not withdraw 
from the Mutual aegis under exist- 
ing contracts. 

The Historic Telegram 


Mr. Roosevelt's telegram went to 


all stations affiliated with either 
Mutual or Transcontinental, say- 
ing: 


“It has been brought to my atten- 
tion that the Mutual Broadcasting 
System has advised affiliated sta- 
tions that it negotiating with 
Blackett - Sample - Hummert, Inc., 
for some block time bookings on 


1s 


| that network. 


“It is highly important that you 
know and understand that in a talk 
with Mr. Blackett of that agency 
this morning, he gave me permis- 
sion to state unequivocally that his 


agency has given no commitment 
for such a block of business to 
Mutual and he also stated that the 
order to Transcontinental which 
was issued from the New York 
offices of Blackett-Sample-Hum- 
mert for 20 hours of business per 


year, non-cancellable, 
was a firm and binding order 
os happy to 


am state that ap- 
/proximately 20 hours per week 
have been contracted for and also 
that over 100 stations have indi- 
cated their acceptance of the Trans- 
continental Broadcasting System 
contract. More details regarding 
the additional hours of business 
will be forthcoming within the 
next few days.” 

‘ ~ ’ 


establishment | 


9.6 per cent in October, the Kim- | 


| berly-Clark Corporation reports. 
National roto accounted for 860,321 
lines, an increase of 127,962 or 17.5 
per cent over the 732,359 published 
|in October, 1938. 
| Local linage registered a slight 
loss. The current figure is 527,659, 
| compared with 534,538 for October, 
| 1938. The decline is 6,879 lines, or 
'1.3 per cent. Total rotogravure for 
October was 1,387,980 lines, com- 
pared with 1,266,897 a year ago. 
Of this total, monotone amounted 
to 1,236,486 lines and color to 
| 151,494. 


Starts Service for 
Test Campaigns 

Paul de Guzman has been 
pointed national representative of 
Test Market Newspapers, with 
headquarters at 480 Lexington ave- 
nue, New York. 
feature the “Cash Register” test, to 
enable national advertisers to 
gauge marketing appeals. 

Included in the list, all 
in Pennsylvania, are: Germantown 
Courier, 69th Street News, 
Line Times, Aliquippa Gazette, 
Brownsville Telegraph, California 
Sentinel and Belle Vernon Enter- 
prise. 


ap- 


Form Advertising Club 
in La Crosse, Wis. 
Advertising men in La Crosse, 
Wis., have organized the La Crosse 
Advertising Club and have elected 
Phil Wendell, advertising manager, 
Heileman Brewing Company, presi- 
dent. 


Other officers are Fred Pederson, | 


The Trane Company, vice-presi- 
dent, and Ferdinand Sontag, Trane 
Company, secretary-treasurer. 


To Brown, & Thomas 


Schenley Distillers Corporation, 


The group will | 


located | 
Main | 


| tions of the Columbia Broadcasting 
System on Saturday from 7:30 to 
8 p. m. Benton & Bowles handles 
the account. 
| 
Fifth Shew for B & W 
Increasing its network radio fare 
to five shows, Brown & Williamson 
| Tobacco Company will offer “Home 
| Town Unincorporated,” for Raleigh 
pipe tobacco. It will be launched 
Nov. 26 on an NBC Red network of 
19 stations, to be heard on Sundays 
from 10:30 to 11 p. m. Russel M. 
| Seeds Company is the agency. 


| 
| 


New Program for Energine 


Cummer Products Company will 
|present a new program, yet 
untitled, for Energine, beginning 
Jan. 26. The program will be aired 
;on an undetermined number of 
| NBC Blue network stations on Fri- 
|days from 9:30 to 10 p. m. Stack- 


as 


Goble Advertising Agency is in 
charge. 
Paramount Sponsors Premiere 


Continuing the trend towara sub- 
stitution of commercial for sustain- 
ing broadcasts of motion picture 
premieres, Paramount Pictures, 
| Inc., aired the opening performance 
'of its new picture, “Geronimo,” on 
| Saturday, Nov. 25, over 65 stations 
| of the Mutual Broadcasting System. 

It represented the third broadcast 
‘of this type during the year. 
| Buchanan & Co. is the agency. 


‘Form Furgason & Walker 


| Gene Furgason & Co. and Wythe 
| Walker & Co., have combined to 
| form Furgason & Walker, Inc., 
with headquarters in the former 
Furgason offices in New York and 
| Chicago. 


New York, has appointed Brown & | 


Thomas Advertising Corporation, 
New York, to handle promotion of 
its Red Label and Black Label 
whiskies, effective Jan. 1, 1940. 
More extensive use of newspapers, 
magazines and outdoor spectaculars 
is planned. 


Larison Joins Selwyn 


William K. Larison, formerly 
with Fowler & Bagby, Inc., New 
York, has joined Selwyn, Ltd., New 
York, photographic illustrator, as 
director of sales. The name of the 
firm was recently changed from 
Ashman-Selwyn, Ltd., when S. M. 
Ashman resigned. 


McCormick to Hickerson 


McCormick Sales Company, Balti- 
more, has appointed J. M. Hicker- 
son, New York, to handle adver- 
tising of its teas, spices and ex- 
tracts. 


Flack Agency Moves 

Flack Advertising Agency has 
moved to Hills bldg., Fayette and 
Montgomery streets, Syracuse, N. Y 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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More Promotion, 
Better Training, 
Westinghouse Plan 


Mansfield, O., Nov. 22.—Both im- 
proved products and the heavy 
advertising which will present 
them to the public in 1940 will be 
scrutinized by dealers at a series of | 
preview meetings starting Jan. 2, | 
Frank R. Kohnstamm, sales man- 
ager of the merchandising division, | 
said today in expressing an opti- | 
mistic outlook toward prospects for | 
the new year. 

“We are expecting a substantial | 
sales increase next year,” said Mr. 
Kohnstamm, “and have stepped up 


our entire program accordingly. | 


Increased advertising will be ac- 


companied by more intensive sales | 


training.” 
See 1940 Line 


The 1940 line will be shown to. 


newspaper and magazine editors in 
New York, Jan. 4. Prior to that 
time, however, distributors and 


their salesmen will visit Mansfield, | 


where the methods designed to 
make 1940 a prosperous year will 
be analyzed. The distributor gath- 
erings begin Dec. 4, and will be 
followed by a meeting of the West- 
inghouse district sales personnel 
Dec. 6-8. A national meeting of 
distributors’ salesmen will begin 
Dec. 9, after which dealer meetings 


| will swing into action in 15 cities. 


ADVERTISING AGE 


—— 


POSTER EMPHASIZES TASTING METHOD 


AMERICAN © 
“Ts WINES 


“ 


Paraphrasing a statement widely used in the graphic arts field, Garrett & Co. 
features "One taste is worth a thousand words" in a poster for Virginia Dare 


“STAINLESS STEEL 


was the big feature of the show!”’ 


. 


At the “world’s fair of hospital equipment and supplics,” held in Toronto in 
September, Hospital Management's Inquiring Reporter covered the hundreds 
of exhibits of leading manufacturers and reported thc stainless steel was the 
feature of the show. 


“The bright and rustless surfaces supplied by this material,”” he commented. 
“explain the growing popularity of stainless. Several well - known steel pro- 
ducers, such as Republic and American Rolling Mill, had exhibits displaying 
new products made by fabricators wh> supply hospital noeds. I would say 
that stainless was the big feature of this year’s show.” 


Hospital construction is now at a 10-year peak. Hospitals are volume buyers 
of scores of products in which stainless s‘eel is employed — operating room 
equipment, room furniture, kitchen equipment, laundry equipment, etc. With 
the field unusually active, every producer of stainless steel can broaden his mar- 
ket by keeping its advantages before the hospital executives who determine the 


of ‘i equipment to be used. They read Hospital Management. 

7 Send for a copy of the October issue reporting the Toronto convention. It 
, ng may give you a new slant on stainless steel possibilities in the most active sec- 
oe tion of the great institutional market. 


‘. _ Hospital Management 


y 


ne WW” The News and Technical Journal of Administration (lity 


160 E. Ohio St., Chicago — 330 W. 42nd St., New York 
r. Only Hospital Journal Member of Both A.B.C. and A.B.P. 


American Wines. It was prepared by Sterling Beeson, Inc., Toledo, O. 
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President Receives 
Plea for Creation 
of Consumer Unit 


(Continued from Page 1) 
up as a separate entity or as a by. 
reau in some department where ;; 
could be thoroughly representatiy; 
of consumer interest. 

“The Consumers’ Counsel of the 
Department of Agriculture has rep. 
dered invaluable service to cop. 
sumers. However, this agency ; 
necessarily subject to certain limit. 
ations in representing consumer; 
since the interests of the farme; 
must come first in the formulation 
of the Department’s policies. |p 
the present period of rising prices 
it is imperative that consumer 
should be able to secure from the 
government basic price information, 
including all available facts ey. 
plaining price increases. On thi 
question of objective price analysis 
we have not yet been able to secure 
adequate or satisfactory materia] 
It is the considered opinion of 
many in our organization that the 
Consumers’ Counsel might well be 
transferred and used as the nucley 
of a new consumer agency. 


All Are Concerned 


“There is no interest which js 
more fundamental than that of con- 
'sumers. All residents of the nation 
| are consumers in a large or limited 
|way. No matter what our other 
|interests, we have in common one 
| function—that of consumption. Yet 
| this interest is inadequately repre. 
sented in governmental organization 
and policy. As an organization we 
request you to use your authority 
and influence to establish a federal 
agency which may present the con- 
sumer point of view in government 
councils and may distribute to con- 
sumers needed information.” 


OSCAR GRAEVE ae 


New York, Nov. 21.—Oscar 
Graeve, fiction editor of Libert 
and former magazine promotion 
man, died in his office at Macfad- 
den Publications, Inc., here yester- 
day. He was 56 years old, and was 
known as an author as well as an 
| editor. 
| Mr. Graeve entered the publish- 
ing field more than 30 years ago, 
and was for several years in the 
| promotion department of McGravw- 
| Hill Publishing Company and op 
‘the promotion staff of Harper’ 
| Bazaar. In 1921, he was promotion 
| manager of Collier’s. 
| He became editor-in-chief of 
| Delineator in 1928, and became fic 
tion editor of Liberty three years 
|ago. His short stories have ap 
/peared in The American Magazine, 
Collier’s, Ladies’ Home _ Journd, 
| The Saturday Evening Post and 
other magazines. 


STEPHEN S. GROGAN 
Washington, D. C., Nov. 21— 
| Stephen S. Grogan, 54, in charge ® 
national automobile advertising { 
the Washington Post, died here las 
| week. He was recognized as # 
| authority on the development ane 
| progress of the automobile indus 
wy. 


‘ileetieiteatiibaeaiaipens 
| . 
Herman Shifted 

| a . 

by “Monitor” 

A. Baldwin Herman, for Sv 
years on the New York advertisint 
staff of The Christian Science 
Monitor, has been transferred ' 

| the Chicago office. 

He is succeeded in New York } 
|Theodore A. Davidson, former 
with the New York News and late 
with Fortune. 


To “Ice Cream Journal” 


Vincent M. Rabuffo and Clarence 
M. Switzer, who were both {fo 
merly with Confectionery & Ice 
Cream World, New York, have 
joined Ice Cream Trade Journe 
|New York, as editor and adverts 
| ing manager, respectively. 


Joins Coca-Cola 

| Charles T. Lipscomb, Jr.. who 
| has been in charge of salesmen {0 
| Vick Chemical Company, Ne 
York, has resigned to join Coc 
Cola Company, Atlanta, as a mem 
| ber of the sales department. 


Nov' 
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PHOTOGRAPHIC 
4 THE WEE 


men SHE SYMBOLIZES FACTS OF LIFE 


CAMERA TALENT UNCOVERED IN PRIVATE AGENCY EXHIBIT 


Members of the Newell-Emmett Company staff as well as those employed by clients participated in a photographic con- 
test which produced these two pictures as first and second place winners. “Beach at Barcelona—!939" is the title of the 
first, by Herbert Straub, International Silver Company. The other is “Homing,” by Robert S. Trowbridge of the agency. 


GLASS MERCHANDISERS SCORE STRIKE AT BEER MEETING 


xs 


Designed as a positive “stopper,” this nude dominates current magazine adver- 
tising of Parfum L'Orle. Copy plays up “facts of life that should not be ig- 
nored.’ William Rankin is the agency.* (Story on Page 1|4.) 


a DISPLAY STRESSES MERCHANDISING ACTIVITY 


The Glass Container Association presented a novel stunt before the National Beer Wholesalers Association in Chicago 
last week. "No deposit’ bottles, with rubber bumpers, were set up and the customers were invited to bowl ‘em over. 
Harry J. Kreuger (left), association president, is shown here with Samuel Bernstein of New York and Ronnie Jensen, pin girl. 


IN FALL FINERY ST. LOUIS STORE CAPTURES TOP AWARD 


ge of 


5 ap 
anc 


4 


a ge 
This blithe gentleman, symbolizing the 
unique display for Horrocks-lIbbotson Company's line of fishing tackle is well known French apertif, Dubonnet, 
‘"racting attention in the offices of Moser & Cotins, Utica, N. Y., the agency will make his appearance in much of 
" charge of the account. The magazines represented in the cutout figure make the new fall advertising scheduled by 
vp the H-1 list for 1940. Displays for clients are changed every four weeks. Schenley Import Corporation. 


HOLIDAY GREETINGS FOR THE CONSUMING PUBLIC 


Fr Wrigley, Jr. Company releases its holiday campaign which will be seen throughout the country on 115,000 car cards This window, by Stix, Baer & Fuller Company, St. Louis, was awarded first prize in 
® 18.000 one, two, three and four-sheet posters. Otis Shep»rd desiqned the poster which was produced by McCandlish the sixth annual Silk Parade display contest, sponsored by the International Silk 
Lithograph Corporation, Philadelphia. Guild. Lord & Taylor, New York, took second place. 
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“Well, well,” exclaimed Mr. Street Sale, “if it 
isn't Mr. Home Delivered himself. Never thought 
I'd see you in a place like this—and both of us 
only 24 hours old, too! Guess there’s nothing 
older than yesterday's newspaper, eh? 

“Why, it seems like just a few hours ago that 


some fellow bought me as he was getting on 


Didn't read much of me either; 


a street Car. 


skimmed over the headlines, read the funnies, 
then the racing form. After that he tossed me on 
the floor—dozens of people walked over me. 


Finally, the junk man picked me up at the barn 


What a life!” 


where they cleaned out the car. 


“You said it!” sighed Mr. Home Delivered. 
“Why, just yesterday morning, there I was, nice 
and fresh lying on the doorstep of a fine-look- 


ing house. 


“It wasn't long before someone brought me 


in to the breakfast table, and, boy, did I get a 


— 


going over! Four people reading me at one time 
—trading my pages among them. Thought I'd 
get a little rest after breakfast, but no! Then the 
lady actually started to cut me up! Clipping out 


ads—said she wanted to remember the bargains 


when she went downtown. The kids tore out a 
cereal ad, too—just to show ‘mom’ the prize 
offer! The man even took one of my sections to 


the office with him. Being a home-delivered 


paper is plenty tough!” 


And that’s the way it goes. After 24 hours, the 
street-sale newspaper and the home-delivered news- 
paper are pretty much the same. It's what happens 
between the time they leave the press and arrive at 
the waste paper plant that really counts — as far as 
advertisers are concerned. 

With 85% of its circulation (largest morning 
circulation on the Pacific Coast) delivered directly 
to homes, the Times is read by the right people — 
under the right circumstances! That tells in a cap- 
sule why The Times is first in its field in advertising 


... first in Classified, in Local Display, in National! 


LOS ANGELES TIMES} 


Represented by Williams, Lawrence & Cresme! 
San Francisco 


New York «+ Chicago «+ Detroit « 
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